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REPORTORIAL: 


4 FAMOUS FIREPLACE furnishes the back- 
Those 
before it 


long years ago when the world was younger 


ground for this month’s cover. 


Knizhts and Ladies who §$sat 


would be more surprised at its present 
use... than was Mark Twain’s Yank 
transplanted into King Arthur's Court. 
For before this ancient fireplace on the 
cover... are a few of the first preview 
visitors to the Direct Mail Center... 
which opens “officially” on March 6th 
5 ea ee 
painters, plasterers, decorators needed a 
few extra days). Nathanial Barnes, Rob- 
ert Collier, J. B. Howard and Zenn Kauf- 
mari were around at picture taking time 
and enjoyed the informality and comfort 
of the “club room” end of the big hall. 
Homer Buckley and Keith Campbell of 
Chicago came in just after the camera had 
been dismantled. 


(originally scheduled for the first 


There have been many 
| visitors during the building process. 

But now the Direct Mail Center is prac- 
tically finished. What is it? 
and find out. First, it is the headquarters 
for the editorial and business staff of your 


Well, come 


reporter. It is a roomy, old-fashioned, 
comfortable sort of place on top the Na- 
tional City Bank Building at 17 East 42nd 
Street. It will be open to all readers of 
The Reporter. It bridges the gap between 
magazine editing and visual demonstration. 


In other words, the Direct Mail Center 
provides a Living Magazine. Around some 
of the walls are attractive panels on which 
will be displayed “This Month in Direct 
Mail Advertising.” That is, every specimen 
or campaign mentioned in The Reporter 
will be placed in the spotlight for your 
personal inspection. In another section, 
all material mentioned in past issues of 
The Reporter will be available. There will 
be displays of processes, materials, serv- 
ices used in direct mail. The famous 
Fifty Direct Mail Leaders will be dis- 
played permanently. The books about di- 
rect mail will be on the shelves near the 
fireplace. There are comfortable chairs. 
writing desks, phone booths . . 
tionist to help you find what you are look- 
ing for. We have nothing to sell you... 


. a recep- 


except a better understanding of direct 
mail. We've planned it to be cheerful and 
inviting ...in the hope that you will 
come back often. It is your Direct Mail 
Center information, con- 


It will 


oo. OR Indes, 

tacts, comfort and convenience. 

succeed . . . if you like it. 
in 


There are too many ideas in this Feb- 


ruary issue to summarize in this Repor- 
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torial. In fact, there are forty-one articles, 
but each may contain many ideas. The 
Reports by Lucile Shoop (5), Frank Eg- 
ner (9) and the U. S. Treasury (12)—-not 
to mention the Bankers and the “Confi- 
dential” Reports on pages 19 and 23— 
contain an idea in every paragraph. Jerry 
Mosher of Minneapolis sums it up better 
than we can (within the limits of our 
natural modesty ) . in his item on page 


30. 
® 


Editing The Reporter is mostly a lot of 
fun ... picking out the letters and mate- 
rial which should be passed along. But 
sometimes along comes a worrisome letter 

. such as one last week which said that 
your reporter was undignified, unfair, prej- 
udiced, too hard boiled ... that we in- 
jured the feelings unnecessarily of too 
. that we should not criti- 
cize the efforts of others . . 


many people .. 
. and pointed 
out articles that hurt. Are we all of that? 
Do you, my friends, want a back-slapping 
puffsheet, or do you want our honest ef- 


forts to make direct mail better . .. as we 


see it? Do you want us to say that all 
direct mail is good — excellent — swell — 
ducky—, or do you want us to mention the 
bad with the good and thereby show how 
the bad can be made good? We don’t go 
out of our way to hurt feelings. We are 
presuming that the readers of this maga- 
zine are broadminded adults ... and good 
sports ... like one advertising manager 
whose work was criticized but who wrote 
a letter thanking us for uncovering the 
cancer and saying that the article would 
result in a complete reorganization of his 
follow-up methods. Cancers can’t be cured 


with soft soap. 
‘ 


The Reporter will continue to comment 
and criticize impartially and frankly. 

Send us copies of your direct mail pro- 
motion ...the good and the bad. We 
have already picked the “Gold Palm” for 
next month . .. but maybe YOU have a 
more deserving case. 


H. H. 






BOOKLETS AND QUESTIONNAIRES T! 


CONGRATULATIONS . . . to American Airlines for two recent booklets (pic- 
tured here) which we are glad to put in a place of honor at the Direct Mail 
Center. They tell an interesting and colorful story of the airways. One is 
to explain air travel by American; the other emphasizes speed to vacation 
sunshine. Plenty of full color shots. 





























But the prize American piece which is receiving much favorable com- 
ment is form letter sent out by Charles A. Rheinstrom, vice president, en- 
closing an 8 page 814”x11” questionnaire with a cover by Dale Nichols 
(October Reporter). Imagine the prosaic questionnaire with a Dale Nichols 
cover. The questionnaire itself is a masterpiece. The questions look inno- 
cent enough, but they are actually worded to quiet all fears about winter 
iravel. Get one of these questionnaires for your idea file. It is worth 
keeping. Here is Mr. Rheinstrom’s clever letter: 


If you have ever been faced with problems of marketing strategy, I feel quite sure T 
you will be more than willing to cooperate in an interesting study this company is 
making. - 


Among business executives generally there are several angles of air line operations 
that are not well understood. In some cases there are definite misconceptions. This 
is particularly true of winter flying. And because air travel has actually advanced far 
beyond the realization of most people—even of many who use it—there is much that 


should be told. 

Our problem is to ascertain which features of winter air travel and American 
service in general are common knowledge, what the understanding of business execu- 
tives is on certain facts about winter flying. 

We come to you with the questions in the enclosed booklet because you are the 
only one who can answer them. Your answers, and those of others cooperating, will 


give us an accurate picture. Iho 


I venture to say that you will feel you have gained something in going through WH 


these few questions—and that you will enjoy doing it. You will notice that the book!et tie’, 
pages are so arranged that you can easily tear out’ your answers and return them in Gold Palm vite 
the prepaid envelope provided. 
. . . — . : up 
We will greatly value your individual reply because the effectiveness of this survey Vlonth 
depends on receiving a truly representative response. In giving your cooperation, you the 
need not sign your name unless you wish to. spe 
on 
of 
this 
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TURNING POSTAGE STAMPS INTO 
NEWSPAPER LINAGE 


By L. H. SHOOP 


Mrs. Lucile H. Shoop is Copy Chief in the Advertising Department 
of The Christian Science Monitor, Boston, Massachusetts. Mrs. Shoop has 
attended many D.M.A.A. Conventions and has been doing a remarkable job 
with Direct Mail, as we may have mentioned before. At the request of your 
reporter, she has given us a summary which should be of great help to every 
reader of this magazine. It illustrates one of the most sadly neglected char- 
acteristics of Direct Mail—timely selectivity. Mrs. Shoop asked your re- 
porter to “brief it” ... but we haven’t changed a word. It is too good. 


WHEN A DAILY NEWSPAPER is turning postage stamps into newspaper adver- 
tising linage—that certainly is news. At The Christian Science Monitor 
we have proved that a handful of direct mail funaamentals can be relied 
upon to get results when properly applied. 


An idea gained from a Direct Mail Advertising Association convention 
speaker started us dividing up our retail linage market and concentrating 
on just one part of that market with one campaign. The “buckshot” method 
of sales promotion had been generally used in our retail field previous to 
this new plan. 

The speaker recommended the breaking down of a market into its 
various parts, and the studying of each part separately before planning a 
sales campaign into that market. Our first step, therefore, in planning a 
campaign to build retail advertising for The Christian Science Monitor, 
was to take a break-down of our statistics on the retail linage for various 
retail groups such as laundries, grocery stores, furniture stores, etc., and 
draw two-year graphs of each type of linage. These fascinating picture- 
graphs were in themselves a story. 


We used to think it would be altogether too costly to send out individu- 
alized campaigns to each of our many retail groups. You can readily see 
why we thought that, when our statistical figures show 19,000 and over, single 
retailers in the Monitor in one year. Among these are 2,832 retail food 
advertisers, as well as every other type of retailer. Rather amusing that 
we are now doing what we had thought would be impossibly expensive, and 
doing it not only at a profit but economically—because we are using to the 
full a certain activity that we were already carrying on. 


Taking one campaign for one classification, namely, furniture, we can 








NOT COPYRIGHTED! 


AS A NEWCOMER to the ranks of your sub- 
scribers, I am very much impressed with 
the number of good ideas, and informative 
articles which appear in your publication. 


We would very much like to have your 
permission to use some of the ideas you 
mention from time to time, in “Provin- 
cial’s Paper,” a monthly house organ of 
Provincial Paper Limited, produced by this 
agency. 


R. J. Avery, Manager 
Ronalds Advertising Agency 
New Wellington Bldg. 
Toronto, Ont., Canada 


Reporter’s Note: Dear Mr. Avery: In 
the first issue of The Reporter we carried 
these lines on the cover—“Contents NOT 
copyrighted. Anyone can use the material 
without further permission . .. and it’s 
our hope that it will be helpful.” In 
changing our cover and lengthening our 
name, these lines were omitted but they 
are still in force—and will be. The only 
purpose of this magazine is to give you 
ideas which you in turn can use. Go right 
ahead and use them . . . and good luck. 


° 
HOW NOT TO ANSWER 
IT’S A CRIME ... the way some advertisers 


spend money to get inquiries . . . and then 
botch up the actual sales making answer. 


One just received by your reporter. 
Letter and letterhead printed on coated 
paper (no pictures). Our name filled in 
at top with typewriter (imagine the 
“match”). Letter printed in six point type, 
forty-three lines of 600 words. Aside from 
fact that it is nearly impossible to read,— 
the letter could be shortened to 100 words 
and still say more. A _ filled-in money 
order was enclosed for our “convience.” 

Who is to blame: The fellow who de- 
signed it . . . or the printer who let him 


waste his money? Oh my! 





PRE-TESTED MAIL CAMPAIGN 


THAT IS WHAT the Central Manufacturers 
Mutual Insurance Company, Van Wert, 
Ohio, calls their 1939 campaign of four 
pieces offered to agents in attractive port- 
folio. 

Central campaigns were among the Fifty 
Direct Mail Leaders in 1937 and 1938. 





In 1936, 306 agents used Central’s Direct 
Mail Campaign. 55,822 prospects returned 
2,894 inquiries. 

In 1937, 475 agents participated. 67,438 
prospects produced 9,037 inquiries for a 
traceable business of $100,482.62. 

In spring of 1938, 358 agents went to 
work on 31,444 prospects, uncovered 4,708 
inquiries and $67,583.23 in direct orders. 

This year, the 1939 campaign was pre- 
tested on 2,000 typical prospects. The 
percentage of return was greater than on 
former prize winning campaigns—and is 
so offered to all agents. 

Agents furnish own lists; pay 5¢ per 
name (only part of cost); pieces imprinted 
and mailed by heme office. 

Your reporter compliments Paul W. Pur- 
mort on attractive presentation portfolio. I 
especially like the way a testimonial from a 
direct mail using agent is inserted at bot- 
tom of each section. All pieces are good 
. . . but too difficult to explain in a maga- 
zine. We'll put them up in the Direct 
Mail Center. 


A NAME FOR YOUR LIST 


Put The Reporter on your mailing list 
... for everything you send out. Send 
The Reporter every new sales portfolio, 
campaign or selling slant you develop. We 
may comment ... and your material may 
go on display at Direct Mail Center. 


6 





use this as a good example of what was done in the various other campaigns, 


The furniture picture-graph showed two peaks: one a sharp peak or 
linage rise in April, the other a consistent rise from August through De. 
cember and then a not-too-sharp drop. From this we decided to run the 
furniture campaign in the fall. Right timing is a basic that cannot be too 
carefully considered. 


Why did we select the fall for furniture, and why did that prove a highly 
profitable time? 

The fall, as the graph showed, is a time when furniture retailers all 
over the country are doing their most extensive advertising in the Monitor. 
Now we have 516 retail advertising representatives calling on their local 
furniture retailers throughout the year. 
that the representatives will be receiving more “Yes’s” than “No’s” when they 
Therefore, 


the time to run our furniture campaign is when furniture, as an industry, is 


call on furniture retailers for advertising. That time is the fall. 


thinking and talking advertising. No earthly use of our 5!6 retail solicitors 
making a special effort for linage when it isn’t to be had in quantity—no 
The time 
when our solicitors need backing is when the furniture retailers have already 
decided to advertise and are looking around for the best media. 


sense of our sending them up against an avalanche of “No’s.” 


In other 
words, we go along with industry, and pick up our chips when the chips 
are falling. 

With the time chosen, all the plans for the furniture campaign were 
made the January before the campaign broke. Another basic—plan well 


ahead. We now plan a year ahead. 

Everyone is familiar with the fillers, or “house ads,” in most all publi- 
cations, and especially in newspapers. They are necessary to help fill out a 
little left over space on a page, and are used to carry to the readers a 


message about circulation or advertising. Since the fillers, or house ads, are § 


always with us, we put them to work. 


The furniture campaign pivoted around a series of house advertisements 
to appear in the Monitor from September 15 through to the end of October. 


These furniture house ads were of various sizes to fit many make-up needs, 


and gave the make-up man new furniture house ads whenever he wanted 
them. He was happy and so were we. 

The furniture house ads were built around the theme “Refurnish Your 
Home One Room At a Time.” (Retailers were pleased pink with it.) The 
key idea presented to the readers was to “modernize” the home interior, and 
do it the easy. convenient way, bit by bit, with the aid of Monitor-advertised 
furniture retailers. Readers were given helpful ideas for improving their 
homes, and a nudge to improve their homes with things purchased from 
Monitor advertisers. 


After the house ads (the core of a campaign) are planned, we launch 
into direct mail to merchandise the whole idea. And there you have the 
story—a series of house ads and a series of direct mail pieces to sell the 
house ad idea. 

The direct mail went to our 516 local advertising representatives to 
show them how they could use the series of house ads to bring in retail 
advertising. 

e 
HOW THE CAMPAIGN WORKED 


1. Expectation and suspense. This we built by sending to our local advertising 
representatives a giant blown-up memorandum announcing the coming of the 
campaign. Nothing more than an announcement. 


There’s one time we can be sure § 
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2. Paving stones for representatives’ calls upon furniture stores. These were dealer 
pieces for representatives to mail to retailers. Seven days after the memorandum, 
the representatives received several copies of a colorful mailing piece. This 
was stamped and ready for the representative to address and mail to his ad- 
vertisers and prospects. The dealer piece talked directly to the retailers in 
their own language. But it didn’t talk so much but what it left something 
for the representative to say. We tried a number of different kinds of “dealer 
pieces” for the different campaigns, but we learned that just the simple, direct, 
medium-sized, colorful-but-not-loud piece went over best. 


3. Shortly after the representative had dropped the dealer pieces in his corner 
mail box he receievd from us a fairly large, planographed piece that showed 
the whole campaign—and oniy one copy of this. It was intended that he carry 
this with him when he called upon the furniture men. 


This planographed piece showed every furniture house ad that we planned 
to run. It gave full details, and the “reason why” for what was planned. It 
explained just why these ads would build business for the retailers and how 
important it was that retailers run their own advertising in the Monitor at the 
time the house ads appeared. Although it was addressed to a representative 
it talked over his shoulder to the furniture store man. Any special thing we 
had to say just between ourselves went to the representative in a separate 
memorandum accompanying the piece. 


As the planographed piece is the key piece which the representatives carry 
when calling upon furniture men, it is the place where we concentrate all the 
sales help possible. One very important feature in this planograph is a group 
of layouts which indicate how the advertiser may get up effective advertising of 
his own. Whenever possible, we also show here a number of illustrations of 
free “cuts” that the retailer may use. These illustrations have proved a big 
surprise to us, for we have learned that two or three of them will always be 
stars,—chosen by retailers from coast to coast,—and nobody can foretell which 
will be the star illustrations. What has been still more surprising is that once 
the retailers use these illustrations, they keep right on with them long after the 
campaign is over—even a year or more later. There must be a bit of bull-dog 
in most retailers for, come high water or low, once they are attached to a 
certain illustration, out it blossoms in their ads time after time. 


4. Reminders. So easy to forget good intentions! We, therefore, send one or two 
small reminder pieces to the local representatives. They are short, friendly, and 
colorful cards that go in with some other mailing. One of these reminders 
usually presents the importance of the retailer’s continuing his advertising on 
a regular schedule after the campaign is over. 


And now we come to results! Different for each campaign, yet all most 
interesting. We wish we could beat the drums loudly for all campaigns. 
Some have been good, all pretty good and paid their way, some mighty good. 


In the furniture field we ran two campaigns, one a year after the other. 
The first furniture campaign brought in good extra linage,' plenty of new 
advertisers, and returned to the Monitor some old advertisers. ‘The second 
furniture campaign, run a year later, brought in three times the linage of the 
first campaign. Exactly why, nobody knows. We are now planning to run 
a second electrical campaign at the end of this year. There may be something 
in this business of next year following up a campaign. 


Secondary results are proving quite as important as the first dollars and 
cents results: our local representatives are made happy with something well- 
planned for them; retailers are sold on the cooperative interest the Monitor 
has in their success, and that strengthens their loyalty to the Monitor; our 
readers have been given a series of constructive ideas on home refurnishing 
and improvement, and many are now turning to Monitor advertisers with 
renewed interest. 


All of which goes to show that when direct mail ideas are applied to 
a specific retail group, according to a well-though-out plan, at a carefully 
chosen time, we can build retail linage for The Christian Science Monitor. 











THRIFT .. . THE PRINTER 


THOSE OF You who are fortunate enough 
to be on the private mailing list of Tim 
T' rift must have enjoyed the January is- 
sue of “Tim Talks.” ... Tim’s personal 
house magazne. For the January issue 
carried a photographic insert showing the 
editor's sanctum, the shop, the rumpus 





room and all the details which make a 
visit to 64 Salisbury Street, Winchester, 
Mass., an unforgettable event. We repro- 
duce the picture which shows where Tim 
writes, sets, prints and mails his one man 
testimonial to a lifetime hobby. 


Tim contends that there need be no 
muss or fuss about printing to prevent it 
from being done in office surroundings. 


INTERNATIONAL SITUATION 
AFFECTS REPORTER 
SUBSCRIPTIONS 


FoR 10 years I have been subscriber of 
the Postage and the Mailbag. I liked this 
magazine very much. You are certainly in- 
formed about the misfortunate change of 
the political and economical situation of 
Czecho-Slovakia. Due to this change I am 
not able to spend for the business litera- 
ture from as much money as in the past 
times—so that I am not able to accept the 
offer of The Reporter. 


Dear Mr. Hoke, please, accept my best 
wishes for your enterprise. And my con- 
gratulations that Sam Slick remained your 
contributor. 


God save Democratic America — God 
bless your President! 
A letter from Prague 
Name deleted 


Reporter's Note: God bless YOU. The 
Reporter will reach you regularly . . . but 
don’t tell anyone. 
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For example, the Roofing Letter started: 

“Here is the Roofing Book you asked 
for. 

We are also sending you some samples 
of “Everwear” Roofing. When you have 
looked over this Roofing Book and these 
samples of Galvanized Wrought Steel 
Roofing, you will see why 405,241 wise 
property owners have ordered their Roof- 
ing from us for the past twenty-five years. 

But I am not going to take up your 
time telling you why these 405.241 well 
informed property owners think “Ever- 
wear’ Roofing is so good. You are much 
more interested in what “Everwear” Roof- 
ing will do for you on your own buildings 
—-how strong and tough it is—how it will 
help,” ete. 


Our dose of shortening reads: 

“Here is the Roofing Book you asked 
for ...and some samples of “Everwear” 
Roofing. When you have examined them, 
you will know why during the past twenty- 
five years . . . 405,241 wise property own- 
ers have used this Roofing. 

But, you are more interested in what 
“Everwear” Roofing will do for you: how 
strong and tough it is: how it will keep 
out rain and moisture,” etc. 





SOUTHERN STATES IRON ROOFING CO. 
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Very truly yovwrs, 
THR BiLecu LIVE BOOELAT 


So. B. Hardenstine, 
Traffic Meonger 


Very trely yours, 
SILece LIEB, twc. 


















































9. ¥. Bardenetine, 
Traffic Banager 
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A DOSE OF “YEARLING” SHORTENING 


ON PAGE 11 of our somewhat fateful December issue (page 20 was the fateful 
part) your reporter made a rash promise . . . that we would doctor the first 
ten sales letters sent in . . . with a dose of Yearling, shortening. We praised 
Marjorie Kennan Rawlings’ book, The Yearling, for its short words and sen- 
tences—and fast moving style. We stated that nearly every sales letter could 
be improved by giving it the Yearling style of eliminating useless words. 


On this page, after considerable stewing in our own juice, we give you 
two of the cases that were sent in. At the top of the page are three letters by 
E. S. Wilson, Jr., advertising manager of Wilson Line, Inc., Philadelphia. 
Your reporter is stumped. There may be one or two unnecessary words, but 
they are too few to scratch out and risk spoiling the smooth flow. 


At the bottom of the page, we reproduce what happened to a three page 
letter after it received the dose of yearling shortening. We hope Mr. Childers 
won't mind our using it for an example. It is a letter sent to inquirers . .. 
particularly southern farmers. It was an interesting letter as originally 
written . . . but your reporter believes it is now a better letter. None of the 
meaning has been changed; needless words were eliminated; a few sentences 
switched around. . Instead of a three page letter of 869 words, it is now a two 
page letter of 674 words. And nothing left unsaid. 


You won't be able to read the reproductions . . . but by reproducing this 
case, your reporter may stimulate a few more of you to apply your own 
doses of shortening. 
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HOW TO WRING THE LAST DOLLAR 





OF PROFIT! 


Frank Egner, Assistant to Vice President, the McGraw-Hill Book Com- 
pany, Inc., 330 West 42nd Street, New York City, is doing quite a bit of 
talking these days. We printed part of his Chicago D.M.A.A. talk in our 
December issue. He appeared before the New York Sales Executives Club 
on January 24th, and your reporter herewith presents his skeletonized notes. 
His rules should be tacked on the wall beside the desk of every direct mail 
copy writer. 


DIRECT MAIL HAS ALWAYS been the step-child of the advertising family. Big 
business executives treat it casually and disdainfully because the bigger they 
are the more convinced they are that they never read circulars. They usually 
feel that anybody can write a letter or a circular and consequently delegate 
direct mail work to some assistant’s assistant who does-the best he can with 
mighty little in the way of skill or experience to go on. Even the biggest 
companies—companies that spare no expense to hand-tool a space adver- 
tising or radio program or a sales plan—send out direct mail by the ton 


that any experienced mail order man would laugh to scorn. 

As a result of this left-handed attitude, direct mail is the least under- 
Only a handful 
of mail-order men in this country have had a wide enough experience with 
it to understand its technique thoroughly. 


stood and the least ably handled of all advertising media. 


Now don’t misunderstand me. I believe there are very few things that 
can be sold these days by mail alone. A good mail-order proposition re- 
quiring no salesmen, requiring no advertising program, is a rare thing. But 
if you want to wring the last dollar of profit out of an advertising program, 
support that advertising with direct-mail. If you want to soften up sales re- 
sistance for your salesmen, if you want to give your salesmen added accep- 
tance, give them the help of direct mail. If you want to merchandise your 
advertising to your dealers, put it over with direct mail. If you want to keep 


your own salesmen sold on your products and policies, use direct mail. 


in other words, direct mail is one part of the sales machine—a despised 
and neglected part, yet an essential part that can greatly increase the efh- 
ciency of the entire sales machine. There is no conflict—no rivalry—between 
direct mail and other advertising media. There should be resultful coopera- 
tion. Direct mail has its own peculiar functions to perform—the functions 
of supporting and personalizing the work of the advertising. 
lake the place of space advertising. 
organization. 


It cannot 
It cannot take the place of the sales 
But it can make both more effective. 


I am not urging you to spend more on direct mail than you are spending 
now. As a mattter of fact perhaps too much is being spent on direct mail. 
It is estimated that last year about a billion dollars was spent in this 
country on all forms of advertising. Nearly half of that—nearly half a bil- 
lion dollars—was spent on direct-mail, mail-order, dealer helps, package 
inserts, etc. That’s a sizeable amount of money and some experienced mail 
men feel that the larger part of it is wasted—wasted not because the field 
isn’t there—but wasted because of amateur and inefficient handling. I’m not 
urging you to spend more on direct mail—I’m urging you to spend what you 
do now spend more wisely. 

Well, you say, O. K.—show us. 


specific suggestions or shut up. 


And it’s up to me to give you some 


All right—let’s tackle my pet peeve against most manufacturer’s direct 
mail aiming to secure leads for salesmen. You get a nicely dolled-up cam- 











BENDIX ORIGINALITY 


Your reporter sees by the papers that our 
old friend Parker Erickson is now handling 
the advertising at Bendix Home Appliances, 
Inc., South Bend, Indiana. We received 
five of their current “dealer help” pieces 
and a beautiful four-color catalog “Escape 
From Washday.” Each of the pieces has 
a trick or novel idea of some kind... 
in fold, die cut, etc. 

One, a letter, with folder circular at bot- 
tom of same sheet. One, an automatic re- 





ply card circular; another a letter with 
miniature booklet tipped to bottom left; 
two folders have sparkling adaptations of 
die-cut turn-over folds. 

The catalog is a riot of color ... well 
planned throughout. We mention all this 
because it is good to see a “dealer help” 
campaign which is not just another “dealer 
help campaign.” The whole thing is a 
tribute to the flexibility of direct mail ... 
and to the fellow who designed these 
pieces. Incidentally, several of the pieces 
seem to violate so-called direct mail 
patents. If P.E. should have any trouble 
we'll gladly go to bat. This fine little cam- 
paign will be on display at the Direct 
Mail Center. 


A HONEY! 


“The January issue of The Reporter is 
a honey. Congratulations! And good luck 
to you at your new address.” 

A. W. Haas, A. W. Clarke & Company 
227 Fulton Street, New York, N. Y. 











WHAT IS YOUR SYSTEM FOR 
HANDLING INQUIRIES! 

Your Reporter happened to visit the office 
of Vic Sawdon, 230 Park Avenue, New York 
City . . . just when the whole office force 
was embroiled in the job of planning 2 





INQUIRY RECEIVED... 
1 OLD INQUIRY [FILE AND CARD ATTACHED 
ANSWERED 

PUT ON MAILING LIST? [J] YES [NO 
CLASSIFICATION ... eee ee a 
MAILING LIST CHECKED [PJALREADYON PLACEDON........... 
MAKE FOLLOW-UP CARD? [YES [9 NO 

FIRST FOLLOW-UP....... 

CREDIT RATING..................... 

SOURCE OF INQUIRY 











rubber stamp to imprint on all inquiry 
to expedite routine handling 
and follow up. After participating in the 
argument, your reporter made Vic promise 
to release a proof. So here is a reproduc- 
tion of the 5” x 344” rubber stamp which 
now goes on all Sawdon inquiries. It may 
give you an idea. We should like to re- 
ceive proofs of other similar stamps used 
by readers. 


letters .. . 


ASKING QUESTIONS ... 


THERE SEEMS TO BE an ever-growing trend 
to use the mail for propaganda-—or thought 
guiding purposes. /our reporter received 
three such pieces in the same mail. It 
is interesting to see how questions can be 
so stated or explained as to indicate the 
“right” answer. 

The Greater New York Retail Furriers 
Association mailed a mimeograph letter 
trying to get a reaction on a case instituted 
by Federal Trade Commission against a 
retailer of furs. : 

They ask: 

1. Would a firm name such as “Cana- 
dian Fur Trappers Corporation” de- 
ceive you? 

2. Would such a firm name lead you to 
believe that a major part of their 
merchandise originated in Canada? 

3. Would such a firm name lead you to 
believe that the firm consists of fur 
trappers? 

The Transportation Association of Amer- 
ica, Chicago, sends a four-page folder with 
the letter, starting—‘“Should Thomas R. 
Amlie be made a member of the Interstate 
Commerce Commission?” 

The Georgia Printers Association in a 
four-page folder asks—“Do you want your 
Government to continue to enter the field 
of Private Business?” 

It is an interesting trend. Your reporter 
would like to have more samples. 
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paign the gist of which is to ask you sweetly “to just tell us on the enclosed 
card when our salesman may call.” Now does anyone in this room know 
any busy dealer or inside desk man who is sitting around anxiously waiting 
to tell salesmen to call. Most desk men, have a full routine every day. 
Every interruption of that routine is an irritation and every salesman’s call 
is an interruption. Even if he is interested and likes the salesman, the call 
is nevertheless an interruption and the desk man is nervously conscious of his 
delayed routine. Now is it likely then that he will definitely go out of his 
way to tell salesmen to call, unless he is already completely sold? To ask 
him to do so is to expect unreasonable action. You must ask for reasonable 
action in your direct mail. How? I can’t tell you specifically because what 
would apply in one case won’t apply in another. But here are a few ideas 
that have worked: 


1. The prospect is asked to send for an informational report or docu- 
ment of real value, which the salesman then delivers. 

2. The prospect is asked whether he would like to have semi-confiden- 
tial data on the use and results of the product by companies similar 
to his. The salesman then calls and tells him. 

3. The prospect is offered a free sample which the salesman delivers. 

4. The prospect is told the general outline of a special deal but 
specific discounts and prices are not given and he is urged to indi- 
cate whether he wants to receive this confidential information. 

5. The dealer is offered a sales demonstration by the manufacturer’s 
salesman. 


There are scores more of workable ideas of this simple kind that have proved 
their value over and over again. 


Here’s another point. How many sales letters that you send out are 
decently displayed to invite quick reading? 
page of regimented paragraphs of solid type, unbroken by a sub-head or any 
other eye-catching device? The physical effort of reading such a letter is 
a real deterrant, regardless of the content of the message. Yet plenty of ad- 
vertising men who wouldn’t dream of setting a solid page of type without 
art work or other display devices as an advertisement, never seem to feel 
that it is equally futile to set a letter so. I tell you that we mail-order men 
have proved that a good sales letter must be well displayed so that it looks 
easy to read. The paragraphs must be set off with sub-heads—or important 
lines must be underlined—or some sentences or paragraphs must be specially 
indented. The page must invite the eye—by its very appearance it must 


excite interest. 


Aren’t most of them a whole 


How many of your sales letters have headlines that evoke desire as well 
Do you in phrasing your headlines heed the sure-fire key 
Do you make sure 


as win interest? 
forms that mail-order technique has proved so effective? 
that every piece of your direct mail emphasizes the personal motive for buy- 
ing? Do you make sure that every piece brings in a success talk? 

These are all elements that have been absolutely tested and indubitably 
proven to be sure-fire. 


FORMULA 
Here are a few further tips from the direct mail book of experience: 
1. A sales letter and an order card will outpull a circular and an order 
card every time. 
2. A folder is generally more effective than a booklet as an enclosure. 
3. At least 14 of the total space in enclosures should be given to illus- 
trations—preferably of the product in satisfactory use. 
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4. Second color will pay for itself. 
5. Envelope teasers are dangerous unless they are perfect. 


Now why doesn’t more direct mail take cognizance of these proved 
techniques ? 
rectly a direct mail problem. 
ing. It’s so much easier to resort to pretty art work and spectacular layout— 
“lazy selling.” 


I’ll tell you: because it’s too much trouble to think out cor- 
It takes too much ingenuity and hard think- 


Here are four questions you ought to ask of every piece of direct mail 
sent out by your house: 
1. Does it give a personalized motive for buying? 
Is it so presented that he who runs may read? 
Does it ask for reasonable action? 
Does the headline really evoke desire and win interest? 


Is it believable? 


Pr 


SUCCESS BY MAIL...AND HARD WORK 


IN THE DECEMBER ISSUE of “Success Messenger” (Vol. 13 No. 6) house 
magazine of First National Bank of Oshkosh, Wisconsin, your reporter no- 
ticed with glee a success story about an old friend. We reprint it . . . con- 
densed style. 


One of the most amazing and unusual industries in Oshkosh is the Christmas Card 
business of the Direct Mail Associates, Inc. 


Starting with only an idea in 1932, this phase of the local company’s business has 
grown by leaps and bounds. 


Between late September and Thanksgiving this year, sample Christmas cards were 
mailed to 458,000 people. A special crew of 40 people was employed during these 
weeks, in addition to the regular staff of 24; and 30 people who addressed envelopes 
at home. 


Largely through this Christmas card business Direct Mail Associates has become 
one of the biggest customers of the Express Company in Oshkosh, and also about the 
largest customer of the Oshkosh Post Office. 

With Christmas Cards for sale in most every drugstore, stationery store, 10 cent 
store and department stores, it takes more than attractive illustrations and reasonable 
prices to bring the orders to Oshkosh. 


Direct Mail Associates has that extra something. Theirs are called “Personalized 
Christmas Greetings.” They sell ideas rather than printed cards. Each greeting fea- 
tures the name of the sender in some original and interesting way. 


Actual production of the greeting cards is done entirely in the plant of Direct Mail 
Associates, located on Main Street, directly across from the First Methodist Church. 


During the remainder of the year, other printed publications are sold by mail to 
professional and business people: collection systems, company magazines, etc. The 
Company’s own magazine, “The Postage Stamp,” written and printed by Direct Mail 
Associates, is sold in bulk for the use of lettershops and printers in 50 other cities. 

Including both greeting-card customers and year-round customers, Direct Mail 
Associates has done business by mail with more than 23,000 individuals and business 
firms. 

At the bottom of this astonishing business—or rather at the top of it, for he is the 
President and Manager—is the creative imagination of Miles Kimball. 

The business of Direct Mail Associates was originally the production of form let- 
ters for business firms in Oshkosh and surrounding communities—multigraphing, mimeo- 
graphing, addressing, etc. Later, printing equipment was added. 


Reporter’s Note: Another classic example of the fact that it doesn’t 


make much difference where you build your mouse-traps. Ideas, properly 


applied, will make the wheels go round and around. 











TWO GOOD FOLDERS 


BOTH CREATED to advertise the cosmetics 
of Harriet Hubbard Ayer, Inc. Your re- 
porter reproduces the covers just to show 
two clever titles:—“Accent on You” and 
“the Ayer way to Beauty.” 
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A BOOK YOU SHOULD READ 


TESTED PUBLIC SPEAKING—by Elmer 
Wheeler. Contains many of the case his- 
tories, the jargon and the style that Elmer 
Wheeler has so popularized in his many 
speeches. Only in this case he has applied 
it to the technique of public speaking. It 
it is a rapid-fire, interesting, instructive 
book and should be helpful to those of you 
who do not want to make speeches—be- 
cause it may help you in writing copy. 
Published by Prentice-Hall, Inc. Price 
$2.00. 
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PAGING GEORGE DUGDALE! 


THE ATTACHED CLIPPING comes from the 
Wall Street Journal. It appeared on the 
Bond Page. It gave me a laugh. 

I think it is worthwhile reprinting ir 
the next issue of The Reporter. 
Harry Fromkes 
City Title Insurance Company 


32 Broadway 
New York, N. Y. 


Reporters Note: It sure deserves re- 
printing and here it is. 









Bonds and Bond Men 


By JOHN BRODERICK «lla, 


If the firm of Dick & Merle-Smith imagines 
that more than an ordinary quota of incorrectly 
addressed mail Comes in, it should see some of 
the envelopes that arrive at the offices of Hoit, 
Rose & Troster in Trinity Place. All sorts of 
letters come in addressed to Miss Rose Hoit: 
to Rose Hoit, Trustee; to Miss Rose & Mr 
Troster Hoit; to Hoit, Rose & Twister; to Hort- 
rose & Froster, and so on and so on. Many of 
these letters have been framed, among them a 
formal invitation from the American Bankers 
Association addressed to the Misses Rose & 
Troster Hoit. Somewhat dubiously, Postal Tel- 
egraph once wired the firm: “We have a wire 
for Ross Heater & Manufacturing. Could thi 


ao oe 
ee . 


NEW IDEA EXCHANGE 


THE DIRECT MAIL ADVERTISING ASSOCIATION 
is inaugurating a new service which looks 
like a fine idea. Arthur Theiss, member- 
ship chairman, started it off on February 
6th. D.M.A.A. members will participate in 
an idea exchange. As Art Theiss explains 
it in his form letter: 
















“You have never met an advertising man 
who didn’t have his ‘nose to the ground’ 
for new idea slants—have you? Neither 
have I! 

“So—the D. M. A. A. has undertaken 
to foster an exchange of ‘ideas’ among 
members. It seems I'm ‘it’ to start the 
thing off. Therefore, I am enclosing sev- 
eral of our recent circulars which have 
proven successful and which may be of in- 
terest to you. At least they will give you 
an idea of the type of promotion we are 
using in this Company. 

“Now, who’s going to be next? Here’s 
all you have to do. First, drop a note to 
D. M. A. A. headquarters, requesting the 
membership mailing list. Second, gather 
several samples of your own recent ef- 
forts and mail them so that we all may 
benefit by seeing the work which is being 
done in the direct mail field.” 

So far, we understand that about fifty 
members are participating. They are being 
supplied with addressed labels to the en- 
tire membership list. It should prove to 
be an excellent way to build up an idea 
or specimen file. 
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A REPORT FROM THE UNITED STATES 
TREASURY DEPARTMENT 


é 





IN THE January Reporter (page 14) we reprinted, and commented upon, 
the letter campaign being waged by Secretary Henry Morgenthau to sell 
“baby bonds.” We decided to check up on the results . . . and are delighted 


to print the report just received. 


Honorable Ramsey S. Black, Third Assistant Postmaster General, has kindly for- 
warded to me your letter of January 24th, addressed to Mr. N. B. Wentzel, Chief of 
the Division of Classification of the Post Office Department in Washington. In this 
letter you make complimentary reference to our direct-by-mail campaign on_ behalf 
of the sale of United States Savings Bonds. We desire to thank you for your interest 
and the trouble you have taken in writing. 


We are conducting one of the most extensive direct-by-mail campaigns in existence, 


Every working day there goes forward to a selected list 100,000 personalized letters over 


the signature of the Secretary, accompanied by descriptive booklets, order forms and 
return-addressed envelopes. In this mailing we use a carefully checked list of approxi- 
mately 9,000,000 names, mostly on addressograph plates. 


No record is kept as to responses. Only the amount and number of bonds ordered 
direct-by-mail are recorded. We know, of course, that our advertising is responsible 
for a great part of the sale of Savings Bonds at post offices, but we judge results exclu- 
sively by direct cash returns received. 


We found out that United States Savings Bonds would not readily sell themselves, 
any more than did Liberty Bonds, despite the war fever. Actually, we did not begin 
advertising Savings Bonds until we had to, for our sales had begun to diminish so rapidly 
as to threaten the failure of the entire undertaking. 


Savings Bonds were first offered for sale on March 1, 1935, and, due to the pub- 
licity incident to the announcement, there was a fair sale of bonds the first month. Then 
sales rapidly receded until September of that same year—and we began to advertise. 


Immediately sales began to climb and have mounted steadily reaching, last month, 
an all-time high. Particularly impressive are the cash returns from our direct-by-mail 
activities. Through December of last year we spent in direct-by-mail campaigns a total 
of $957,394, and received from remittances accompanied by coupons and special letters 
originating from these distributions $208,270,481.00 or a ratio of cost of only .46 per 
cent to the total cash secured, exclusively by mail. 


The quality of our literature has had much to do with the unprecedented returns we 
have secured. We found out that the most expensive thing we could do was to send 
out indifferent material. We have tried, to the best of our ability, to have our presenta- 
tions as attractive as they can be made. 

The writer is largely responsible for the writing required in our campaigns, but 
has had the valued coopcration of several executives of the Department and the loyal 
assistance of the personnel of the Division of Savings Bonds. 


Sincerely, 
JAMES WILLIAM BRYAN 


Chief, Information Section, 
Treasury Department, 
Washington, D. C. 


All Specimens and Campaigns described in The Reporter will be dis- 
played in the Direct Mail Center. 
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TIME FOR STOCKINGS 


CONGRATULATIONS TO RALPH SNOW, advertising manager of the Davenport 
Hosiery Mills, Chattanooga, Tennessee (manufacturers of Humming Bird 
hosiery), for a beautiful example of good showmanship, and for a masterful 
tie-up between magazine advertising and direct mail. 


To introduce the Humming Bird spring campaign, which includes (be- 
ginning March 9th) a thirteen week advertising schedule in Time (to reach 
over a million women) .. . Ralph Snow produced a twenty-eight page imi- 
tation of Time Magazine. 


We reproduce the cover and pages 2 and 6... to show you how cleverly 
the whole idea was carried out. The piece not only looked like Time, but 
was written in the Time style. After first few pages, it reproduced all the 
stock ads ready for local dealers who want to tie-in with the national cam- 
paign. It gives copy—smart headings and paragraphs for dealers to use. 
Inside back page an order form for the mats. A multigraphed letter accom- 
panied the timely magazine . . . explaining the whole tie-up. There is a big 
wide-open virgin field for this type of direct mail. Direct mail used to mer- 
chandise an advertising campaign. That is, intelligently and cleverly ap- 
plied. Most campaigns of this nature seem to result from a conference 
summarized as—“Oh! hell, let’s get out a portfolio with proofs of our ads.” 
General Electric is doing a good job. So is Arrow Collar . . . but we will 
have to hand Ralph Snow’s Humming Bird campaign the gold palm. It will 
occupy a place of honor in the display at the new Direct Mail Center. 


Incidentally, while discussing the Time tie-up,—a few words of con- 
gratulations to Perry Prentice, circulation manager of Time, for his most 
recent subscription letter. It really deserves to be reprinted here . . . but 
our space is crowded. It is a nearly perfect model of repetitious rhythm. 
First six paragraphs start with “1 cent a day.” 
starting with “Time will... .” 


Then four paragraphs, each 
Then three paragraphs starting, “Try Time 
for....” Perfect Picture—Promise—Prove. 


Your reporter may be wrong—but he didn’t like the Push last line— 
“So won’t you airmail the card today?” It may be polite, but a direct, posi- 
tive demand would seem better. I don’t like negative-including endings like 
WON’T. Don’t use ’em. Say... . “Airmail the card today . . . will you?” 








HUMMING BIRD HOSIERY 
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A REAL PAL! 


“First, let me congratulate you on your 
excellent January issue. The text is in- 
terestingly written,—the letters are spice, 
and the format intelligent. I believe that 
Jack Carrs “charge to the jury” in his 
hour of sorrow is a masterpiece and should 
be read and digested by every parent. But 
then Jack is different. Too bad there are 
so few around who have his fine philosophy. 

“Next! I am sending you our “Pocket 
Pal,” which I think is deserving of com- 
ment in your colyums because it is a valu- 
able aid to any person in direct mail. 
Copies may be had for two bits each, which 
is much less than actual cost to us. The 
demand for them is great and it won't 
be long before the edition is exhausted. 
R. A. Faulkner, Asst. Mgr. Sales Pro- 

motion Division 
International Paper Company 
220 East 42nd Street 
New York, N. Y. 


Reporter's Note: O. K. Dick, for your 
nice words, and because it is good, we'll 
mention it. The 84 page Pocket Pal, size 
4” x 7%” is a condensed summary of the 
more important phases of printing, print- 
ing materials and printing processes, and 
an aid to the efficient and economical pro- 
duction of printing. 

It is a miniature, fast moving help-mate 
for the Production Yearbook described 
elsewhere in this February Reporter. It is 
a miniature course on Direct Mail Pro- 
duction. 

Incidentally, while on the subject of Dick 
Faulkner. The cartoon used at top of 
page 5, January issue, was credited to some- 
one else, when in reality it was originated 
for an International Paper Company cam- 
paign some years back. Those things 
happen. 
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WHY SUCH SECRECY? 


Your reporter received in plain envelope, 
page torn from July 1937 issue of Plumb- 
ing & Heating Trade Journal. An attached 
unsigned typewritten note read: “Great 
Minds? Page 29 of your January issue.” 





has welcomed 

to its pages 
50 
NEW 

advertisers 


LOWBING 45h HEATING TRADE JOURNAL for Joly, FIT bad 











Don’t know reason for anonymity. We 
realize that our modest advertisement of 
Direct Mail Center was no _ crowning 
achievement. We admit that at the last 
minute we copied the style from the cur- 
rent excellent series of advertisements of 
the Standard Accident Insurance Company, 
Detroit. So there! 


RESULTS FROM A 
QUESTIONNAIRE 


A QUESTIONNAIRE mailed by Ralph C. Grei- 
ner, marketing counselor of Cleveland, 
Ohio, to 2719 men and women in business 
produced 360 usable answers, or a return of 
13.24%. Interesting, is the fact that from 
part of list mailed December 5th, the return 
was 21.3% while on the part mailed De- 
cember 17th, returns were only 8%. That 
Christmas period is dangerous for returns. 
Some reactions: 52.7% of reporting com- 
panies say that someone in each company 
specifies the brand of paper to be used by 
their printer; average return from three 
lists indicated that advertising literature 
(direct advertising) expenditures in 1938 
represented about 25% of the total adver- 
tising appropriation. (See Reporter May 
1938.) Trend is to spend a larger part of 
the entire appropriation for direct mail 
and other printed literature. 
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A MONUMENT TO THE “LITERARY DIGEST” 
By KENNETH M. GOODE 


HEADED BY Gallup, Crossley and Starch the “research” workers of America 
should invite the entire mail order profession to join the unveiling of their 
splendid remember-the-Maine monument to the Literary Digest. 


In the Reporter’s new Direct-Mail Club room on 42nd Street. 


This monument will bear, perhaps, along with the apologies of several 
million American amateurs and professional wise-crackers, the inscription 


“A TRUE TEST NEVER LIES” 


Only now after a long succession of equally startling surprises in every 
direction are people beginning to realize that, within its customary reach, 
the 1936 Literary Digest election poll was as true and accurate as ever. 


Obviously, the Literary Digest could only sample its own accustomed 
class: 20,000,000 or more people who can‘ read-and-write and mostly own 
telephones. And no test mailing could, itself, be expected to add explana- 
tory footnotes to a signal that, for the first time within its experience, the 
predominant appeal to and the predominant voting by, had suddenly, with 
amazing sub-rosa manipulation, been shifted into the SUB-Literary Digest 
stratum. This was the Orsonwelles that should have caused the consterna- 
tion! But even the Digest editors didn’t dare stand behind their own test. 
“Ts our face red?” they asked. 


So, instead of thanking the Digest’s danger flash that the electioneering 
then under way had already amounted to virtually a social revolution, peo- 
ple laughed off their only thoroughly established political barometer as 
lightly as the New Yorker’s now famous man who got himself blown into the 
next county by going out to throw away his mail-order barometer just 
because it had got jammed at “Hurricane.” 


Think now, with the advantage of our two-years perspective of the thou- 
sands of barrels of red ink bookkeepers could have saved, think of the 
whole atmospheres of beseeching breath could have been saved by business 
executives; think of the million dollar coups bear operators on Wall Street 
could have shoved-in had anybody been willing, in those days, to take a 
reasonably scientific attitude towards tests as tests! That something had 
shifted violently everybody could see. But I heard nobody suggest that the 
last thing likely to shift would be a thoroughly reliable scientific sampling 
of a list of 20,000,000 names. 


So the sacrifice of the Digest, in the gutter of Truth, perhaps, rather than 
its altar, gets less recognition in history than the warning of the watchful 
geese on the sieeping walls of Rome. 


But the interests of advertising science still demand a belated corrective | 
recognition of the lost Literary Digest now that the newspapers and maga- 
zines are full of sample tests of popular opinion on every possible subject 
and even wealthy advertisers are joining the direct mail sellers in an intelli- 
gent concern about what happens to their advertising dollar. 


& 
AN INVITATION: All readers of The Reporter are cordially in- 


vited to use the facilities of the new National Direct Mail Center . . 


15th Floor of 17 East 42nd Street, New York. 
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FINANCE BOND 


A new DO PUG COW lenl bond fe Oftls' 





To printers and users of direct mail 
advertising, the Rising Paper Company 
offers its newest in a long line of dis- 
tinguished papers. 

Nearly half a century of fme paper- 
making experience and the most mod- 
ern technical equipment have produced 
the new Rising Finance Bond. 

This beautiful paper, with a bril- 
liant white and seven attractive colors, 


contains 50% new white rags and is 





extremely durable. It is well suited for 
typing, writing or ruling and handles 
unusually well in printing by letterpress, 
offset or die-stamping. 

Use Finance Bond for letterheads, 
price sheets, forms, insurance policies, 
records, or wherever the specifications 
call for beauty and permanency. 

Ask your supply source for samples 
of Finance Bond, or write to the Rising 


Paper Company, Housatonic, Mass. 


One of lhe 


RISING 


PAPERS 


For modern business use, Rising also makes Olde Quill Deckledge, Intralace, Red Lion Text and 


a comprehensive range of Bonds, Writings, Ledgers, Indexes and Wedding Papers and Bristols. 























ENGLISH REPLY CARDS 


“I don’t know whether you ever had any- 
thing in The Reporter on this or not, but 
I thought you might be interested in the 
enclosed English business reply card. It 
happened to come to the house a few days 
ago. Maybe they were ahead of us—I 
suspect they were.” 


Robert E. Ramsay 

Robert E. Ramsay Organization, Inc. 
330 West 42nd Street 

New York, N. Y. 









‘ there is any error in the address to which our literature +s 
nt, please return thes card.) 


=ct name and address for your Mailing List are as 


PLEASE USE BLOCK LETTERS) 


MISTAKE, 


ENTIFICATION PLEASE STATE FORMER ADDRESS. 


PLEASE USE THIS CARD 
TO CORRECT ANY 











Reporter's Note: Card has a perforated 
die cut flap to call attention to the mes- 
sage. I think it has been done before .. . 
but we are glad to reproduce it. 


GOOD IDEA ... BUT YOU 
CANT USE IT IN THE USS. 


9 


LATEST ISSUE OF “IDEAS,” house maga- 
zine of Charters Publishing Company, 
Limited, 1009 Northern Ontarion Build- 
ing, Toronto, Canada, received in a glas- 
sine envelope. Address typed in masthead 
appears through transparent envelope .. . 
but so does a lot of other printing. Stamp 
placed on outside. 


Before commenting on this, thought best 
to submit to our friends in the Post Office 
Department. Here is the ruling from 
Washington: 

“The use of such transparent envelopes 
is not sanctioned in our domestic mails. 
It has been deemed necessary to apply 
the regulations governing the use of win- 
dow envelopes to all matter having the ad- 
dress exposed through a window or other 
transparent cover. 

“The only exception that has been made 
to this is that where a large mailing piece 
is inclosed in a transparent envelope no 
objection is raised by the Department if 
the mailer will affix to the envelope a 
label approximately 6 inches by 4 inches 
to carry the address, postage stamp or 
permit indicia and return card, at the same 
time leaving sufficient space for any postal 
endorsements that may be necessary, such 
as a forwarding address, etc.” 


Reporter's Note: So that’s that! 
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PATENTS AND TRADE MARKS 


Reporter's Note: Since there has been so much interest about the direct 
mail patent situation, we are glad to reprint part of talk made by Attorney 
A. W. Murray of Richards & Murray, 540 Plymouth Court, Chicago, Illinois, 
at the Legal Departmental during last D.M.A.A. Convention. It might pay 
some of the critics of our criticisms of direct mail patents to know what the 
patent business is. Since the flood of patents continues to continue, we 
suggest that all direct mail users keep a file of pieces used, with dates, etc., 
as Mr. Murray suggests. 


A PATENT IS somewhat in the nature of a contract between the Govern- 
ment and the inventor. The Government says, in substance: “We will grant 
you the exclusive right to make, use and vend your invention during a period 
of 17 years, and you to agree to make a full and accurate disclosure of your 
invention, so that when the 17 years have expired, then anyone may make, 
use and vend the product.” 


After a patent has been granted, and the 17 year term has expired, the 
same invention can never be patented again by anyone. 


The Government does not guarantee the validity of a patent. The valid- 
ity and scope of a patent can only be determined by litigation in the Courts, 
at the expense of the owner of the patent. 


Having obtained a patent, what are its assets and liabilities? 


An inventor is not required in the United States to use his patent and 
can, by proper court procedure or by threats, prevent anyone else from 
using the invention described in his patent. In many other countries, actual 
“working” or use of the patent is required to keep it alive. 


The owner of a patent, when he sees a competitor making an article 
which he thinks is an infringement on his patent, may file suit for an injunc- 
tion, damages, etc. 


The defenses to a charge of infringement ordinarily fall into two main 
divisions, (first) invalidity of the patent, and (second) even though the 
patent is valid, there is no infringement by defendant. 


Patents usually consist of several claims. Infringement is the unau- 
thorized making or selling or using anything which is covered by the claim 
of a valid patent. The burden of proof is upon the plaintiff to show in- 
fringement. The burden of proof is upon the defendant to show invalidity 
of the patent. 


Prior use is very often a good defense. Where a defendant can prove 
by competent, documentary. evidence and exhibits, as well as oral testimony, 
that he or somebody else used that invention, or that a description of the 
invention was published at least two years prior to the date when the alleged 
inventor filed his application in the Patent Office, such proof is admissible 
to show that the patentee did not invent the thing, but that it was known, 
published or in use before his application was filed. 


The problem is to find old records, old exhibits, catalogs, publications, 
etc. Every man in business should keep specimens of his products, his 
advertising materials, record books, etc., with some dates on them. 


How to safeguard yourself on ideas you or your colleagues have used 


freely for years, is something with which every businessman should concern 
himself. The good old-fashioned loose-leaf binder, in which to insert speci- 
mens of work done, especially new arrangements, new methods, new devices, 
etc., with the date thereon, and the signature of some individual on each 
exhibit or page, is recommended. 


Licenses and Royalties. Licenses may, of course, be granted only by 
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ment, it is advisable to obtain 


| may be registered in the Patent Office many persons think that a certificate 


the actual owner of the patent. Before signing any patent license agree- 


(1) a copy of the patent or patents, and 


(2) get an abstract of title from the Patent Office, giving the patent 
number and dates. 


Then you can find out how many other licenses, if any, were granted by the 
owner. Make certain, of course, that your license agreement says “sole 
and exclusive right,” otherwise it is a non-exclusive license. The amount of 
royalties is a matter of contract arrangement between the owner and the 


concern to whom the license is granted. 


I should like to say something about trade marks. Because trade marks 


IT IS NOT! Trade 


marks are property rights recognized at common law, patent rights are cre- 
ated by statute. 


of registration of a trade mark is similar to a patent. 


A trade mark is any mark, word, term, symbol or device used on goods 
to identify the maker or seller. Familiar examples are “COCA COLA,” 
“KODAK,” “UNEEDA,” “REXALL,” etc. <A technical trade mark must 
not be a name that is merely descriptive of the goods. Federal registration 


of a trade mark is for a term of 20 years, and may be repeatedly renewed Yj 
for an additional term of 20 years. Y 


What are the advantages of registration of a trade mark, in view of the 
fact that actual commercial use without registration gives a valid, common 
law property right? 


I am one of the consulting counsel for Mida’s Research Bureau, which 
next year will celebrate its 50th anniversary of continuous service. It has 
one of the best trade mark libraries, including over 1,800,000 entries per- 
taining to trade marks, registered and un-registered. There are about 300,000 
trade marks registered, but a large number of them are not in actual use by 
the registrants. 


Before any company adopts a new trade mark, it should investigate to 
find out whether the mark is in use by anyone else, for similar goods. 
If the Bureau reports 
that that mark, or a similar one, is in use or has been registered by some- 


Mida’s Bureau gets many such inquiries every day. 


body else for similar goods, the inquirer naturally does not use that mark. 
Registration, therefore, has this practical advantage in that it stands on the 
public records for 20 years, acting as a warning to everyone: “This is my 


trade mark. I am using it, so don’t imitate it.” 


Congress has provided in the Patent Office a convenient and economical 
method of publicly recording your claim of ownership. That certificate of 
registration is also accepted by the Courts as prima facie evidence of your 
ownership of the trade mark. This means that you are not compelled to pro- 
duce old records, etc., showing your earliest date of adoption. Ownership 
of a trade mark, as I have said, depends principally upon priority of actual 


adoption and continuous use. 


There are also certain procedural advantages in the courts in having a 
certificate of registration, as against going into court without any previous 
official record or recognition of your claim of exclusive ownership. By fol- 
lowing that easy, prudent procedure of making the preliminary investigation 
before actually using the mark, and then recording and fortifying your com- 
mon law property rights in the mark by registration as provided by law, 
much useless and expensive litigation may be avoided. 


It is the old story of “A stitch in time saves nine.” 





quality, white, gummed stock, 

contains 24 of these perforated 

Ve stickers. Make single copies or 
up to four carbons at one writ- 
ing; cut addressing time 22%! 
One of the many specialties 
for Direct Mail users regularly 
supplied by Ever Ready. 


GENEROUS SAMPLE PACKET FREE! 
Write today 


Sven Ready LABEL Goporation 


SINCE 1914 


152 EAST 26th STREET . NEW YORK. N_ Y 








The “Situation Approach” Method of 


DOING 
BUSINESS 
BY LETTER 


By John M. Clapp 


Counsel on Business Communication. 
anon Author ‘Personal Letters in Business.’’ = 


TT and distance will not permit you 
to talk with all your customers and 
prospects. The next best thing is a let- 
ter that handles the particular situation 


as you would in a personal interview. 

This book gives you the experience-tested 
“situation approach” method used by key ex- 
ecutives in leading companies. It contains over 
300 actual letters, each of which illustrates the 
—— idea involved in a letter of a particular 
ind, 

It shows you how to plan the letter, begin it, 
end it, express vonvestl throughout—so it will 
get the action you want. 


459 Pages Price $3.00 


Papin reste Mail This Form ee on 
THE RONALD PRESS COMPANY 
| Dept. 311, 15 E. 26th St., New York, N. Y. 
Send me a copy of Clapp’s Doing 
| Business by Letter. Within 5 days after 
| I have received it, I will remit $3.00, 
i 

















plus a few cents for delivery or return | 
the book. (We pay delivery when remit- 
tance accompanies order; same return | 
privilege.) 

Name 
Bus. Address | 


City 








State 
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USE 144¢ STAMPS TO GET 
ATTENTION! 


I ENCLOSE PHOTO PRINT of an envelope 
mailed as ordinary first-class mail, rate 
3¢, employing six %4¢ stamps. 

The Post Office Department actually 
rubber stamped and gave this letter Air 
Mai! Special Delivery service. (NOTE—FEE 
CLAIMED CINCINNATI.) 

This tends to show that even if the 
Post Office Department did not make this 
error, the average Post Office employee 
would give this type of stamping pre- 
ferred service. 

James E. Pringle 
900 West Lake Street 
Chicago, Illinois 
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Reporters Note: Direct Sellers have 
found that 4 cent stamps get extra atten- 
tion. This seems to prove it again. 





HOW WE HAVE GROWN! 


THE ILLUMINATING CHART shown here is from the October issue of the G-E 
Monogram—an internal house magazine. It was issued as part of the 60th 
anniversary celebration of the General Electric Company. It reviews the 
progress made by the electrical industry and General Electric during the 
last 60 years. To tell the story of one is to tell the story of both. 


Makes interesting reading . . . and like most G.E. direct mail, is wel! 
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Some idea of the progress which has been made since the coming of electricity 60 years ago, in raising the Americar standard of living, may 
be gained from a study of this table 
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Mail Leaders Portfolios 
—containing the cam- 
paigns which won the 
annual contest in 1938 





Discover ... this NEW source of Ideas 


The first time you are in New York .. . or around the vicinity 
° of Madison and 42nd Street . . . hop an elevator and come up 
to the Direct Mail Center. 


The famous Fifty Direct If your direct mail has gone stale; if you want fresh, new suc- 


cessful Ideas; if you want contact with people interested in | 


sh sebimenmenii aus ile. direct mail; if you want a comfortable place to study, loaf, 
Study these successful ; . ss , : 
campaigns for Ideas. talk, phone, see or write . . . visit the Direct Mail Center. 


The REPORTER .. . with Postage and the Mailbag ; 


Direct Mail Center 








From now on, it’s a permanent club-room and a 





changing display of all that’s good in direct mail 


... for the use of readers of The REPORTER. | 


- 15th Floor - 17 East 42nd St., New York | 
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A BANKER REPORTS ON DIRECT MAIL 


A REPORT by Towner Phelan, assistant vice president, St. Louis Union Trust 
Company: 


The letters 
bear the facsimile signature of our President, go out under third-class mail in a postage- 


Our mailings consist of multigraphed letters with matched fill-ins. 


saver envelope and contain a return postcard to facilitate inquiries. We use our regular 
letterhead in a somewhat cheaper grade of stationery than is used for ordinary cor- 
respondence. 

Our last fifteen mailings totaled 78,501 letters and produced 3,650 inquiries, an 
inquiry return of 4.65%. The last eight mailings sent out, covering 1938, 1937 and 
the last half of 1936, totaled 41,916 letters and produced 2,144 inquiries, a return of 
5.11%. The size of each mailing varied from about 3,000 to a little over 7,000, except 
for one small mailing to a list of 640. The smallest return was 1.77% from a mailing 
sent to a list of 6,455, and the largest return was 11.45% from a mailing sent to a list of 
3.964. 

In connection with two of the mailings, we made an interesting test as to the rela- 
tive effectiveness of first-class mail as compared with third-class mail. In one of the 
tests two different letters were used. Each letter was sent to half of the test list under 
first-class mail and to the other half of the list under third-class mail. Returns from the 
first-class mail amounted to 4% and from the third-class mail to 3.43%. Later, another 
test was made with a different letter, and in this case the letters sent under first-class 
mail were personally typed, whereas for the third-class mail we used multigraphed 
letters. This test involved 3,400 letters, 1,700 being first-class and 1.700 third-class 
mail. The letters which were personally typed and sent first-class mail produced a 
3% return, whereas the same letter multigraphed and sent third-class mail produced 
a 3.44% ‘return. 


Reporter’s Note: We found this report in an article by Mr. Phelan in 
the February issue of the always good Financial Advertisers Association 
Bulletin, edited by Preston Reed. The only part of the article we did not 
like was the statement: 

“We use direct mail not as advertising, but merely as a method of securing in- 
quiries for our New Business Department.” 
after an explanation that direct mail is a very minor part of their adver- 
tising program. We refer Mr. Phelan to item on page 20 of this issue, 
“What is Advertising.” But thanks anyway for the figures on the tests. 











WHAT IS THE MAIL ORDER 
CREDIT REPORTING 
ASSOCIATION? 


your Reporter has been asked that ques- 
tion a number of times. For those of you 
who want to know, here are the facts. 

It was incorporated in 1921, under laws 
of New York, as a cooperative, non profit 
organization to correct the growing evil 
of uncollectable mail order accounts. Fred 
Stone, of Parents Magazine, also President 
of the Hundred Million Club, seems to be 
the Exalted Grand Sachem, which in it- 
self makes everything O. K. 

In the files of the Association at the 
present time is the unbelievable total of 
over 400,000 people who do not pay their 
bills for low priced merchandise bought 
through the mail. The Mail Order Credit 
Reporting Association gives a two-fold ser- 
vice to its members. 

1. Members must report all uncollected 
accounts and all members may check orders 
with the control list. 

2. The Association conducts for its mem- 
bers a collecting service (by mail, of 
course). Listed among the members are 
such representative firms as: 

Nelson Doubleday & Co., Review of Re- 
views Corporation, William H. Wise & Co., 
Literary Guild of America, Parents’ Mag- 
azine, Frank E. Davis Fish Co. (Mass.), 
Book-of-the-Month Club, McKinlay, Stone 
& Mackenzie, McGraw-Hill Publishing Co., 
Inc., Prentice Hall, Union Library Associa- 
tion, Houghton Mifflin Co. 

Yovr reporter prints these facts, because 
he believes Fred Stone and his associates 
are doing a good job to keep the mails 
clean from the receiving end, as well as the 
sending. Oh! yes, the address is 120 East 
16th Street, New York City. 





s-- es Where Else lan You Buy 


a LETTERHEADS cx. 13. 


mass production price for 


quality 
work on any quantity in which you 
usually buy. We specialize in the 
lithographing and offset printing of 
letterheads and circulars employed by 
mail users. We have a way of giving 
you what you want at prices that are 


UNIVERSAL LITHO AND STATIONERY CO., Dept. 22, 


for $f 19a Thousand / 


<a us a sample of your present 
letterhead and let us quote our 


surprisingly low. Our Letterhead 
Clinic will re-design your old letter- 
head, if you wish, and submit sketches 
absolutely free and without obliga- 
tion, together with our quotation. 


Find out now about this unusual 
service. Send us your letterhead and 
let us quote. 


4311 Diversey Avenue, Chicago, Illinois. 
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WHAT IS THE OUTLOOK? 


BUT WHAT Is the real outlook today? 
Roger W. Babson states that “Business 
by the end of 1939 will be as good as— 
perhaps even better than—any year-end 
since 1929.” Don’t lose your proper per- 
spective because of temporary uncertain- 
ties of war scares abroad. Don’t let fear 
or timidity deprive you of your profits! 
Reporter's Note: Taken from current 
form letter selling Babson’s Reports. 
_ Encouraging? 








IS ADVERTISING? 


CHARGES and countercharges are being bandied about rather freely in the advertising 
field these days. Now comes the vice-president of a Boston advertising agency to add 
to the welter with a direct imputation that publishers do not believe in advertising. 
And in discussing his point, he reveals an odd misconception in his own mind as to 
what is and is not advertising. 

Surely, if any group could reasonably be expected to be thoroughly sold on the 
value of advertising in all its phases, the men who publish periodicals should be in 
the number. It is by advertising that they thrive; advertising is the lifeblood of their 
business. Yet the Bostonian is of the fixed opinion that they do not believe in it at all. 
What is more, he goes on in the pages of Printer’s Ink to cite a number of reasons why 
they do not believe in it. He seems to make out a clear case that they lack confidence 
in their own medicine. 

Whereupon he recites a number of results of their lack of faith, one of which 
is certainly an amazing statement in these enlightened days. Because publishers do not 
believe in advertising, he says, “they flood the mails with broadsides and folders and 
skimp on space.” 

As believers in and practitioners of direct advertising, we blink our eyes at that 
one. We fail to see why a man’s disbelief should have any such result. 

In fact, we would be inclined to contend that belief in advertising would lead a 
man to examine all its possible forms, to weigh their applicability to his own business, 
and to utilize every one that promised to benefit him. We would say that a man’s 
flooding the mails with sales literature results from his belief, not from his disbelief, 
in advertising. 

We might even suspect that the vice-president himself is a bit uncertain as to 
fundamentals. We do not question his belief in advertising. But we do dispute his 
reasoning. We certainly wonder at his inability to recognize as advertising a form 
which has repeatedly, and in many fields of business, proved its usefulness and its 
power to pay. 

Reporter's Note: Above agreed-with article taken from page 7 of the 
February issue of The Three Circles, always-supreme house magazine of 


Evans-Winter-Hebb, Inc., 818 Hancock Avenue, West, Detroit, Michigan. 














W rite 


for 
Samples 








SHOULD YOUR ENVELOPE ATTRACT ATTENTION To ITSELF? 


BETTER INVESTIGATE POSTAGE REDUCER ENVELOPES 
No loose end flap— concealed patented opening permits 


postal inspection ..... . . seal flap seals all the way 
across ...looks like FIRST CLASS MAIL... gets RESULTS. 


CURTIS. 1000 


Advertisers agree the answer is “YES” if the 
question refers to attractive and colorful printing 
on face of envelope. But what about the back? 
The loose end flap on ordinary postage saver styles 
clearly indicates “third-class mail” and frequently 
causes such matter to be thrown into the waste 
basket unopened. Sounds trivial, but little things 


cause elaborate mailings to fail — sometimes. 
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A PLAIN LETTER gets attention— but the letter. Inside smoothly coated for fine 
additional facts are usually required screen halftones—white and eight attrac- 
to make the sale. The same copy on the tive colors for different seasons, different 
front of an illustrated letter—backed up types of products. Blue and green are 
by pictures and other information on the especially appropriate right now in plan- 
inside spread—brings back orders. ning your summer campaigns. 


Iilustrated letters have had a prominent 
part in selling nearly every type of f 
product and service— from ships, motor | %#e for your copy of this 

coaches, heavy machinery and building helpful Direct Sales Bond 


! portfolio. It contains 
materials, to insurance, wearing apparel ssinpiies ob sevecartal aati 


and cosmetics. and dummy sheets of all 
colors. Make request on 
your business letterhead. 





Direct Sales Bond is the ideal paper for 
illustrated letters. Outside white bond for 


THE. APFLETOR COATED FAPER Ge. 
2009 WISCONSIN AVENUE 33 33 32 33 Appleton, Wisconsin 


DIRECT SALES BOND === 
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REPLY TO A GOOD 
SUGGESTION 


AN ITEM ON PAGE 17 of January Reporter 
suggested that Post Office should standar- 
dize markings on returned undeliverable 
mail. 

The Post Office Department in Wash- 
ington sent your reporter the following 
note: 

“The idea on page 17 of the January 
“Reporter,” “A Good Suggestion” is al- 
right. The Department has repeatedly cau- 
tioned postmasters when returning unde- 
liverable matter to endorse it in a legible 
manner definitely showing the reason why 
delivery could not be effected. Human na- 
ture being what it is, we will probably 
have to repeat such caution and will ap- 
preciate the cooperation of your readers 
in bringing to attention cases of negli- 
gence such as those referred to by your 
reader.” 

Reporter's added note: In spite of the 
fact that the Solicitor of the P. O. threw 
out our December issue, it has been our 
experience that the Post Office officials are 
always anxious to cooperate with their 
largest customer group (the direct mail 
users). If you want cooperation, ask for 
it . . . and cooperate yourself. If you 
receive un-understandable returned mail— 
send the facts and evidence (without 
squawking) either to Third Assistant Post- 
master General, Washington.—or to your 


reporter. 


ANOTHER MISTAKE 
CORRECTOR 


ITEM ON PAGE 23 of December Reporter 
reported on a clever way to capitalize on 
making an error in an original: mailing. 
We see where Neil Barrett Powter of 
Howard Smith Paper Mills, Montreal 
(whose work was described in our Novem- 
ber issue) used the idea. A mistake, hav- 
ing to do with mimeographing process, ap- 
peared in No. 42 of “Paper on Parade.” 
Neil sent out a mimeographed letter 
headed: 

CORRECTION PLEASE! “To err is 
human, to forgive, divine.” Pope .. . 
and then explained the whole mix-up. And 
succeeded nicely in focusing more atten- 
tion on the original mailing. The next 
time you or your printer make a mistake, 
don’t tear your hair and cuss. Figure out 
a clever way to capitalize on it with an- 
other mailing. 

The chances are your two pieces will 
click better than the one planned. Some 
printers should give your reporter life sub- 
scriptions for uncovering this perfect alibi 
or hell-stopper. 
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W to PUSH in 1939? 


NEW PRODUCTS * HIGHER PROFIT ITEMS * NEW OUTLETS 
* BETTER DEALER CO-OPERATION * MORE DEMON- 
STRATIONS * MORE CALLS * MORE SALES* OR WHAT? 


YOU CAN DO IT BETTER 
witha "PUSH BOOK” 


Any plan designed to get EXTRA 
RESULTS can be made more effec- 
tive, if you give your sales organiza- 
tion SOMETHING EXTRA for follow- 
ing it. The “Push Book” is designed 
for that purpose. It furnishes the 
INSPIRATION and STIMULUS that 
will get salesmen to do an “‘above- 
average’ job. 


This was proved by companies in 
1938 who were able to increase sales 


SEND FOR from 7% to 48% through the use of 
YOUR FREE “Push Plans” (substantiating figures 
COPY TODAY! and names furnished on request), 


while sales in their industries were 
generally OFF 10% to 40%. 


THE ONLY DOUBLE PURPOSE prizE BOOK IN AMERICA 


1—PRIZES .. . 800 of them... nearly 200 shown in 
FULL COLOR .. . every item GUARANTEED. 


2—INSPIRATION. The only book in its field con- 
taining inspiring and stimulating features, such as 


- . make them happen! 


Most sales executives have long since given up 
hope that there is something “just around the 
corner” that is going to change present selling 
conditions. They are “making things happen” with 
the “Push Book.” 


BELNAP and THOMPSON, inc. 


301 WEST JACKSON BLVD., CHICAGO 


NEW YORK OFFICE: 420 LEXINGTON AVE. 
DETROIT OFFICE: 2457 WOODWARD AVE. 


CREATORS AND PRODUCERS OF “PUSH PLANS” 


NOTICE! If you would like to see a complete plan designed for use with 
the ‘Push Book,’’ it will be sent on request without charge 
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A “CONFIDENTIAL” REPORT 


YOUR REPORTER recently saw a “confidential interoffice report” between two 
agency executives. It tied-in so well with our article in January issue (page 


13) “How is your follow-up” .. . that we are printing it here—with all 


names deleted. 


This study is of the direct mail selling methods of 15 manufacturers, who are the 
members of a Manufacturers’ Association, who support a national headquarters with 
paid secretary, and cooperative educational work, which ranks high among such efforts. 
In other words, these manufacturers could logically be expected to do a good job 
of direct mail selling. _ 

An effective Direct Mail Plan is exceptionally important in this industry because the 
device is relatively new and because no manufacturer has a dealer organization which 
could be given top rank. They all sell through small town dealers, who are far from 
being the world’s best salesmen. The device itself requires a lot of educational work 
and it represents a considerable expenditure. Checked with these requirements the 
material we received in reply to our inquiry, averaged very poor indeed. 

In order to get “the works,” we deliberately kept out all clues regarding specific 
requirements, striving to make the inquiry just as general as possible. In addition, we 
made a deliberate mistake of a nature which could have been looked upon by the reply- 
ing company as typical farmer ignorance—but which could have been a fact. In the 
latter case, the point would have a very important bearing on the engineering of the 
equipment for the installation. It was the sort of thing that a smart sales correspondent 
would use to start a chain of letters, which would have a very good chance of making 
a sale in the end. Only two of the 15 manufacturers so much as mentioned this point. 

1 manufacturer failed to reply at all. 

8 replied promptly. 

3 of them were from 10 days to 2 weeks late. 

Not one of the 15 followed up the inquiry by letter or otherwise. 

7 of the companies referred the inquiry to dealers or distributors by name, but only 
4 of these dealers or distributors so much as wrote a letter following it up. - 

Only 3 companies made any attempt to sell advantages of the equipment, assuming 
that the inquirer was completely sold and already itching to spend his monev. 
Only one of these 3 did a job of selling advantages which could be considered 
adequate. 

3 companies did not make it clear how their equipment can be purchased. 

7 companies failed to include in their literature adequate information to guide the 
prospect in making a selection from their line of equipment. This is important 
because the equipment requires considerable technical knowledge for proper 
selection. 

In short, not one of the companies fulfilled all requirements of successful direct-by- 

mail-selling, which are: 

1. Sell the prospect on all advantages of owning and using the merchandise—an 

opportunity which is presented only once: when an inquiry is received. 
Tell the prospect exactly where and how to buy. 

See to it that inquiries are not allowed to die. 

. Give the prospect adequate information for proper selection. 


op wh 


. Answer all inquiries promptly. 


VISIT THE DIRECT MAIL CENTER 


The National Direct Mail Center will be open Daily from 9:30 
A.M. until 6 P.M. The Fifty Direct Mail Leaders of 1938 will be perma- 
nently displayed. All specimens and campaigns described in The 
Reporter will be here for your inspection. There are comfortable 


chairs—’phone and writing facilities. Make it your headquarters. 
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MOSELY wants to 
send CHECKS to YOU 


if you have choice and sizable re- 
sponsive lists of Mail Order Buyers, 
Inquirers or other Preferred prospects 
and will address empty envelopes 
or stuffed mail to them for our 


non-competing Mass Mailer clients. 


REGISTER EXCLUSIVELY WITH 
MOSELY! 

The friendly MOSELY ORGANIZA- 

TION 


nearly all logical Mailer users and 


covers intensively al year 
helos new Mail Sellers make money 
by mailing SELECTIVE Outside Lists 
at reasonable cost. WRITE IN 


DETAIL TODAY to Dept. R-2. 


MOSELY 
SELECTIVE LIST SERVICE 


MAIL ORDER LIST 
HEADQUARTERS 
230 Congress St., Boston 
* 
“MOSELY sends the CHECKS" 








MiG RAW -HILL 


DIRECT MAIL 


1,500,000 
BUSINESS MEN 


FOR MAIL ORDER AND 
DIRECT MAIL SELLING 
* 


These names represent men with responsible 
positions in business and industry, mostly 
college educated, in the upper income 
groups with the ability to pay for quality 
services and merchandise. Many of the out- 
standing mail selling organizations have 
successfully used these lists for several years. 


* 


For the industrial and trade advertiser, 
selections can be made by functions, in- 
dustries, size, location, etc. Hundreds of the 
leading industrial marketers use these lists 
exclusively for their direct mail promotion. 


* 
TO INCREASE YOUR MAIL 
ADVERTISING RESULTS 


phone or write 


DIRECT MAIL DIVISION 


McGraw-Hill Publishing Co., Inc. 


330 West 42nd Street, New York, N. Y. 
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THE VERY 


***Is The U. S. Going To Hell? asks 
the headline in a Babson advertisement. 
There was a time when the word “hell” 
was not considered proper even in casual 
conversation. But when it gets into print 
in the New York Times in advertising of 
Roger W. Babson, it must be perfectly 
proper. So I should like to withdraw the 
eyebrow lift I indulged in last month when 
the Norfolk newspaper said that “two hun- 
dred million dollars is a hell of a lot of 
money.” 

* ** And while I’m at it maybe I ought 
to withdraw the statement, also last month, 
that the Aluminum Company of America 
makes no products except cooking utensils. 
C. C. Conner writes that his company “sells 
aluminum in every commercial form; a re- 
cent check-up showed over 2,000 industrial 
applications in more than 30 national in- 
dustries.” 

* *& * Maybe it’s just because I make a 
racket of being contrary, or because The 
Chicago Tribune does not advertise in this 
publication, but I now go on record with 
the statement that every publication that 
printed so gleefully the reply of The Chi- 
cago Tribune to a letter from 7. R. Mc- 
Cabe, of the Beaumont & Hohman adver- 
tising agency, showed just as little decency 
and intelligence as The Chicago Tribune. 
The letter that Mr. McCabe wrote to the 
Tribune was indiscreet. It was indiscreet 
simply because everything in the record of 
The Chicugo Tribune should have warned 
Mr. McCabe that he could expect to be 
hit below the belt, if he gave the “world’s 
greatest newspaper” a chance to fight foul. 
* *x* But what surprises me is that ad- 
vertising journals should pick up the in- 
cident and so gleefully join in the dirtiest 
piece of smearing I can recall in twenty 
The advertising papers could easily 
have ignored the whole episode. But in- 
stead they all jumped at the opportunity 
to strike a holier-than-thou attitude which 
reflects no credit on their humanity, de- 
cency or intelligence. It was just the kind 
of attitude anyone could expect of The 
Chicago Tribune when somebody gave it an 
opportunity to strut. And finally, it seems 
to me that no matter how wrong an indi- 
vidual may be or how provocative his state- 
ments may be, there is something utterly 
indecent in publicly pillorying him before 
hundreds of thousands of his fellow men. 
It was bad enough for The Chicago Tribune 
to do this—but immensely worse for the 
little dogs of the advertising field to snap 
at Mr. McCabe after he had been so in- 
decently treated by the Tribune. 

* *& & This sort of activity only gives added 
point to such attacks on the newspapers as 
the recent one by Harold Ickes. Most of 
Mr. Ickes’s alleged facts were trivial. And 


years. 
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his whole argument had the weakness that 
always goes with attempts to support a 
sweeping generalization by citing a few 
specific instances. But when a great news- 
paper ruthlessly crushes a weak adversary 
it goes a long way to prove that there is 
something substantial in the suspicion that 
newspapers today do as they damn please— 
but do it behind a _ hypocritical smoke 
screen of devotion to the public interest. 
. . . It is impossible for the modern news 
paper to be anything but a business en- 
terprise; but is it impossible for modern 
business to retain a few of the instincts of 
a sportsman or a gentleman? 

* *& *& The surveying of public opinion has 
become one of the most publicized activi- 
ties of the moment, but every time I read 
what Dr. Gallup or Dr. Fortune have just 
discovéred I have to yawn and say “So 
what?” It may be important to know 
that this week the common people are 53.2 
per cent friendly to Mr. Roosevelt, or that 
a definite majority of the people hoped 
that the Republican side would win in 
Spain; but if it is very important I have 
failed to see it. ... Those who think that 
an accurate survey of what people think 
they think is important, must base their 
opinion on some theory that I cannot fol- 
low. At its best this theory seems to me 
to be a conviction that there is some in- 
herent virtue in fact as fact; and that 
there is some difference between a solid 
fact and a nebulous opinion. But any 
bright metaphysician can show in two 
sentences that every opinion is a fact in 
itself and that every fact is in some de- 
gree also an opinion. So the supposed su- 
periority of fact to opinion is illusory. ... 
There is also another argument, namely 
that facts are based upon reason and opin- 
ions on emotion, and this argument is sup- 
posed to show that valuable solutions can 
only be reached through facts. But it would 
be just as easy to dispose of this argu- 
ment as the’ other. 

*%** The basic fallacy involved in all 
opinion surveys, all arguments about the 
value of facts, and most of the amateur 
efforts to manipulate statistical methods, can 
be summed up in a phrase. All of these 
methods of reaching solutions are only 
partial at best and break down when they 
are used to obtain generalized answers, be- 
cause they are atomistic. They assume that 
merely by analyzing and isolating ultimate 
elements or particles it becomes possible 
to understand and describe a phenomenon 
or process. For example, in the case of 
the Gallup surveys, most people read into 
them several times as much significance 
as the esteemed Dr. Gallup would assert 
that they have. It is true that Dr. Gallup 
has defended the accuracy of his methods 
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Do you know of 
any machine in 
the world that 
automatically 
glues an ad- 
dressed seal 
over the open edges 
of circulars? 


_ proceeding to build this machine about six months 
ago, I obtained a special ruling from the Post Office Depart- 
ment at Washington, D. C., permitting the mailing of circulars with this addressed seal. 


When the Post Office permitted publishers to mail their publications without wrappers, 
practically 99% of the publications in the United States grasped that opportunity to eliminate the 
cost of wrappers and wrapping. And now that the Post Office will permit direct-mail users to 
send out circulars with addressed seals, I predict that the vast majority of direct-mail users will grasp 
this opportunity to save on their previous costs. 


This machine not only automatically glues the seals over the edge of the circulars or pam- 
phlets or booklets, but it pre-addresses the seals. 


The machine is made in two models as follows: 


NN I re ee $1200 
Automatic feed model... 2100 
The vast majority of direct-mail users will find that this machine will pay for itself in a few 
months’ time. —H. P. ELuiotrr 
THE ELLIOTT ADDRESSING MACHINE CoO. 
127 ALBANY STREET CAMBRIDGE, MASS. 

















before learned groups but if you read close- 
ly you will see that the description of a 
method of obtaining facts does not nec- 
essarily impute value to the facts thus ob- 
tained. 

* * *& It may surprise some of the regular 
customers of this department to read that 
the metaphysics of values is one of the 
weakest domains of philosophical inquiry, 
and that scientists such as the better 
opinion surveyors disclaim any concern 
with values as such. Yet ordinary men 
and women cannot be so neutral. The 
scientist as a scientist may insist that his 
job is merely to ascertain the fact, but 
as a human being like all the rest of us 
he has to look at a fact as something use- 
ful in some way. ... The atomistic view- 
point ignores the very obvious circumstance 
that the world or the universe is a whole, 
and that every fact in it has relations to 
all other facts. No fact is an isolate ex- 
cept in mental and momentary contem- 
plation of it. Mentally we can isolate a 
fact or a small group of facts. We can 
abstract and form concepts for mental pur- 
poses such as classification, description, 
theorizing, poetizing, invention or mere ar- 
gument. But all the while that we are 
doing this the remainder of the universe 
is going about its own business in its own 
way. 

*** What we all need to learn, and 
pretty soon, is that this primitive way of 
analyzing the world around us into little 
bits and separate facts no longer works. 
It didn’t matter so much in the thirteenth 
century that everybody thought the world 
was flat—but if a man believes that today 
he cannot get a job even on W.P.A. In 
the thirteenth century everybody had to 
believe the world was flat, or get into real 
trouble with the authorities. But today 
to believe the world is flat gets you into 
trouble with the whole universe. 

*%*%* The importance of anything is its 
relevance. This sounds as if the metaphy- 
sical discussion that has been going on 
above for too long for most of you, is 
about to go on some more. But you’re 
wrong. The relevance we are about to 
discuss is relevance in showmanship. .. . 
I recently sat through a whirlwind act at 
a sales convention. It had the boys al- 
most falling off their chairs. It was fascin- 
ating and astonishing; a combination of 
legerdemain and top-notch wise-cracking. 
The speaker pulled glasses of water, bags 
of beans, assorted vegetables and finally 
a stuffed duck out of coat, vest and pants 
pockets—but what he was selling to the 
convention he neglected to mention. Or 
if he did I didn’t get it, and neither did 
any of those I asked. But that speech or 
act was the high water mark of the meeting 
according to those who were there. 
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If you are not 
entirely satis- 
fied, with your y ee 
sales-promotion presentation or your 
direct mail advertising, give me the 


Opportunity to study your proposition 
and DRAMATIZE it! 


Facts and Figures can be Humanized... 
Product Advantages can be Dramatized ... 
Promotion and Profit Possibilities can 
be made POWERFUL! I have done it 


in dozens of cases... want to see some? 


Walter KOCH 


Dramatic, Visual, Sales-Promotion Presentations 


Direct Mail Campaigns ... Sales Consultations 
7 WEST 45th STREET, NEW YORK . Telephone LONGACRE 5-5752 















1636... 
Lincoln debates 
with Douglas 
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1858... Men, women and children still wear the 
collar of slavery in this land of the free . . . the famous 
Lincoln-Douglas debates capture headlines all over the 
country, making “hot” and controversial news for every 
cracker-barrel philosopher in every corner grocery- 
store. 


1858... A twenty-year-old lad... John Calvin Moss 
. . . works as photographer in a small Pennsylvania 
town. A certain Professor Grove conducts experiments 
to prove that the reaction of the proper chemicals on 
the silver-faced Daguerra image will etch out the image 
and thus produce engraved plates. 
















Moss reads the Professor's findings . . . discovers 
that he can etch through the thin coating of silver on 
the Daguerra-type plates. He concocts another chemi- 
cal which re-acts only on the copper beneath the silver 






















surface ... and thus acquires depth. a ey 
Kor ar of a4 «2. + 
Result . . . wood-cut technique on copper! ...a “oe 5 tee? 5 
virtual revolution in the preparation of plates for re- 





production of illustrations by letterpress printing .. . 
the first practical application demonstrating the Art of 
Photo-Engraving. 

1858... PIONEER-MOSS INC. was born. It lives 
today ... a monument to this man named MOSS, more 
affectionately known as the ‘’Father of Photo- 
Engraving.” 


PIONEER * MOSS unc. 


PHOTO-ENGRAVERS 


460 WEST 34TH STREET, NEW YORK 
MEDALLION 3-0440 wwf 




















1858 . . . Moss pro- 
duces the first crude 
photo-engraving. . 





* * *& Maybe the speaker and those whom 
he represents are a lot smarter than I am. 
I wouldn’t be surprised. But I wonder if 
in the recognition of the value and im- 
portance of showmanship in selling, many 
of us haven’t overshot the mark and have 
become pure entertainers without knowing 
it. Much of the showmanship in selling 
and in advertising seems to me to strive 
so hard to get attention that it has no 
energy left for directing the attention into 
the right channels. Showmanship is fine 
for getting publicity, for focusing atten- 
tion; but it is quite a trick to keep it tied 
to the product that is being sold. 

*& ** This is where the principle of rele- 
vance comes in. The old stunt of burning 
the edges of the letterhead is showman- 
ship that is in some degree relevant to 
the subject of fire insurance. It grabs 
attention and an easy transition can be 
made to the subject of fire and insurance. 
If the burned letterhead were used by a 
company that had just gone through a fire 
its relevance would be even higher in de- 
gree. But when some clever ad man sends 
out a burned letterhead and then by a 
copy transition from a burned-child-dreads- 
the-fire or once-burned-twice-shy argument 
tries to sell investments or sun-proof paint 
or what not, there is no relevance. .. . 
Much of the dramatizing of space adver- 
tising and direct mail advertising seems to 


me to strain for showmanship and attain 
only irrelevance. The reader’s attention 
mounts its horse and rides off in every 
direction but the one which the advertiser 
is interested in. 

*%** There has been staring us in the 
face for a long time a device that meets 
the needs for dramatizing and almost in- 
sures that the showmanship in print will 
be relevant. Study the successful adver- 
tising of today and note how much of it 
is based on the story telling technique. 
This technique is most fully developed in 
the serial type or strip advertisement, in- 
cluding the conversational balloons. I won- 
der why it is so largely confined to space 
advertising? Maybe I have missed some- 
thing, but I can recall very few applica- 
tions of this technique in direct mail pieces. 
* *&* What advertising and selling need 
most today is ideas. We can go very lit- 
tle farther in exploiting mass coverage at 
low unit cost per message. And with 
so many advertisers, merchants, peddlers, 
etc., exploiting mass methods, there is so 
much competition for the consumers’ atten- 
tion and time that even at low cost selling 
has become too expensive. The only way 
out that I can see is a return to ideas, in- 
tensification and selectivity. I ask the 
brethren to ponder on this thought until 
next month. 


Sam Slick 





MORE MURDER IN THE MAIL! 


Your reporter has many friends in the St, 
Louis Ad Club . . . and they may want 
to wring his neck for this item. But | 
wish they could see the sorry state in 
which their weekly bulletin is received in 
our offce. It is a four-page 84% x ll 
printed-on-coated-paper bulletin. It is mailed 
Addressee’s 
name plate processed at. bottom of fourth 
page. Why the Post Office allows it is 
beyond me! 


2nd class without an envelope. 


Once before I received an- 
other fellow’s copy slipped inside mine, 
This last issue was crumpled and torn com- 
It must have hung to- 
gether on a single fibre until it reached 
the desk. It makes a bad impression for 
advertising when an advertising club sends 
out this kind of mail. 
bet that more than half the membership 


pletely in half. 


I'd be willing to 


of thé Ad Club is made up of people in the 
graphic arts—and they should be able to 
scrape up enough envelopes to send out 
the bulletin right. 
St. Louis think I’m picking on them alone, 
I could show them some other horrible 
examples—such as 
Francisco Ad Club. 
set a good example. 


In case my friends in 


those from the San 
The Ad Clubs should 
Anything worth print- 
ing is worth mailing right. 
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IT WITH PHOTOGRAPHS BY STADLER =» 








CHICAGO 











WE DIDN'T MOVE— 
MERELY EXPANDED. 


CERTAINLY— 

QUANTITY ORDERS ARE 
STILL HANDLED AT OUR 
WABASH AVENUE STUDIO. 
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THIS LAYOUT IS MADE UP FROM STADLER PHOTOFILE STOCK SUBJECTS 


STADLER STUDIOS 


62 EAST LAKE STREET 
TELEPHONE: CENTRAL 1430 
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Why YOU 
Should be an Active Member of 


The Direct Mail Advertising Association, Inc. 


. . « Organized in 1917 to promote the mutual interest of USERS of Direct Mail Advertising—to provide 


an authentic source of facts, information, counsel and service for its members—to champion the cause, value 


and result-producing effectiveness of this Number One Medium of Advertising and Sales Promotion. 


For over 20 years, hundreds of aggressive business houses have utilized, to their profit and pleasure, the facilities 
and services of the DMAA. Through active membership they have directly made money and saved money— 


they have taken advantage of ideas and avoided mistakes—they have given to their Association . . . 


and have 


received more in return—in business, profits and friendships. 


You, too, whether classed as big business or small, will GET more than you'll GIVE when you join the DMAA, 
a non-profit organization whose sole aim is to SERVE MEMBERS. 


Only the apparent physical activities can be outlined here—the rest we leave to your imagination, creative ability 
and sportsmanship in analyzing how you and your organization can benefit most. 


As a member you receive the following advantages: 


3 


N 


BULLETINS and SPECIMENS .. . at least 12 to 24 bul- 
letins a year, with vital information concerning current 
activities of the many phases of Direct Advertising—news 
items, facts, ideas, successful tests, novelties, new rules and 
regulations, new appeals, forms and usages. Accompanying 
these bulletins are specimens of current, original and result- 
ful ideas from which you obtain new slants on format, 
copy and unusual treatments. 


The REPORTER . Official monthly magazine of the 
DMAA, full of TRUE reviews, sparkling editorials, experi- 
ences of others, discussions of vital subjects—ideas that may 
prove to be worth thousands of dollars to you. 


The RESEARCH LIBRARY .. . Every day in the year, the 
only complete Direct Mail Library in the world is working 
for individual members. The service is unlimited. Whether 
a member lives next door or three thousand miles away, 
the Library and Research staff are available—by wire, phone, 
letter or personal call. It is an “idea mart’’-—a source to 
which you can turn when you are seeking facts or an idea 
for the planning of a new campaign or a mailing. 

The Library contains more than a half million pieces of 
Direct Mail produced during the last ten years. All pieces 
are cross-indexed under more than eighteen thousand classi- 
fications such as,—format, use, appeal, nature of business, 
etc. The Library holds some thousand or more portfolios 
of complete campaigns that have 


DMAA have the privilege of borrowing material from this 
Library for a reasonable time—enough for a thorough re- 
view of the pieces which have been carefully selected to 
meet the need of an individual request. 


RECOGNITION OF DIRECT MAIL LEADERS—AN- 
NUAL CONVENTION—HEADQUARTERS FACILITIES. 


a. Each year FIFTY LEADING DIRECT MAIL CAM- 
PAIGNS are awarded recognition for their effectiveness 
by a board of competent judges. All members are eligible 
to submit their material for consideration. All members 
benefit through a knowledge of the case histories of these 
campaigns—which are available for your study. 


b. ANNUAL CONVENTION—is staged in a different 
city each year to bring together the Association’s mem- 
bers for three days of intensive discussion of Direct 
Advertising in all its phases. Talks by experts. 


c. HEADQUARTERS—are open daily to members for Li- 
brary references, personal inquiries, consultation services, 
or as a meeting place for members and their friends. 
It is the only Direct Mail Advertising Center—open to 
YOU. (Consultation service and inquiry service by mail 
or wire promptly executed.) 


All of these benefits of membership in the DMAA 
are available for only $20.00 a year, less than 40 cents 


a week. You cannot affurd to 





been entered in the Annual Fifty 


Direct Mail Leaders contest. In To member organizations, ASSOCIATE 
Memberships for individuals within such 
companies are available at $6.00 per year 
and include BULLETINS, The REPORTER, 
participation in DMAA activities and access 
to the Library and Headquarters facilities. 
ASSOCIATE Membership does not include 
research, inquiry, or consultation services. 


these portfolios appear detailed 
descriptions of the plan, purpose, 
costs and results of the campaigns. 
Also in the Library are facts, sto- 
ries, histories and statistics about 
Direct Mail. Members of the 


overlook this aid to your ad- 
vertising and selling. It is a 
sound investment. Send your ap- 
plication right now and_ start 
gaining the benefits from this 
day on. 





The DIRECT MAIL ADVERTISING ASSOCIATION, INC. 


Telephone — Vanderbilt 6-1479 


17 East 42nd Street, New York City 




















CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 








ADVERTISING AGENCIES 





Sell your product through agents, mail 
order. Your inch advertisement 324 news- 
papers $16.80. Martin Advertising Agency, 


171P Madison Ave., New York. 


MAILING 





LISTS 





Ask for our Catalog of Mailing Lists: 6 270 
different classifications listed; number in 
each and price shown. If interested, ask for 
our Stockholders and Bond Buyers Price 
List, 1,600,000 Stockholders in over 1,000 
corporations. TRADE CIRCULAR AD.- 
DRESSING CO., Inc., Established 1880. 
21914 West Madison Street, Chicago, IIli- 
nois. Franklin 1182. 





SALES and PROFITS for you by reaching 
wealthy. resporsive men and women. Near- 
ly 50,000 available, covering New England 
exclusively. Write Dept. R for low rental 
rates. PUBLICITY SERVICE BUREAU 
(Est. 1915), 69 Newbury Street, Boston, 
Mass. 








ARE YOU INTERESTED? The names 
and addresses of Owners of buildings in 
Chicago and suburbs are now available for 
less than 4% a cent a name. Comprising the 
wealth and buying power of one of the 
greatest markets in the country. For Sales 
Promotion this Property Owners Index will 
prove invaluable. THE CHICAGO REAL 
ESTATE INDEX CO9., 308 W. Washing- 
ton Street, Chicago, Il. 





SALES LETTERS 
LESTER MEYERS, sales letter specialist 


with diversified experience is still writing 
sales letters that produce “mighty oaks 
from little acorns.” 112 East 17th St., New 
York. Phone GRamercy 3-1833. 








Gentlemen: You have merchandise to sell 
to women. I am a woman, and I believe 
that I can write selling letters for you. I 
will welcome contacts. Adelaide Berry, 143 
Chestnut Street, Springfield, Mass. 





SALES CONTESTS 





Pin this ad to your letterhead and get a 
copy of “How to Run Better Sales Con- 
tests” by Zenn Kaufman. The book is sent 
on approval for a 10-day examination. Pay 
$3.50 if you keep it. HARPER & BROS., 
51 E. 33rd St., Dept. 2, N. Y. 





STOCK CUTS 


LITTLE BLACK CUTS, inexpensive, put 
punch in ads. and printed matter. Send 
address. Harper’s, 283-a East Spring, Co- 
lumbus, Ohio. 





eCOMBINE-VELOPES 
eSELF MAILER COMBINE-VELOPES 


eORDER FORM BIND 


THE PRODUCTION 
YEARBOOK! 


THE FIFTH EDITION of the Production Year- 
book is now in circulation. Published by 
Colton Press, Inc., 114 East 32nd Street, 
New York. It is a real testimonial to the 
organizing genius of Leo Joachim, who is 
the guiding genius. 

Some details about it. 560 pages (4 
out of 5 illustrated) 150 articles and charts 
by leaders in Graphic Arts Field; 1274 
postal facts; 15,168 items on paper; illus- 
trates 1148 type faces available in 8000 
sizes; 720 items about 120 printing proc- 
esses. In short, it shoots the works about 
the whole structure of printing production. 
In short also, it leaves your reporter breath- 
less . . . a monumental job, well done. 
The price is five bucks, but what’s that in 
comparison to a year’s tuition at a Uni- 
versity? If you are skeptical, you can 
see a copy at the Direct Mail Center. 


EXPERIMENTS WITH 
DIRECT MAIL EDUCATION 


SOME OF YOU may be interested in the 
experiment just completed by the Linde 
Paper Company of New York. This or- 
ganization staged a series of three Direct 
Mail clinics. were well 
planned, -with a preliminary interest-getting 
Direct Mail campaign and each meeting 
was covered in advance with reminder 
and followed by thank-you 
The series was held on three con- 
secutive Tuesdays at 6:30 in the evening, 
with five to six top notch speakers each 
evening on various selling or mechanical 
subjects. Attendance totaled 1855 for the 
three sessions and we understand was split 
about 50/50 between users and producers 
of printing. 


The meetings 


post cards 


cards. 


It has been the hope of this reporter that 
such meetings could be held in every city 
of the country. The staging of them is 
a pretty big load for any one company. 
Why couldn’t the readers of The Reporter 
in various cities get together and plan on 
some regional Direct Mail clinics? 

Another interesting and praisable experi- 
ment is being sponsored by the Swigart 
Paper Company, Chicago, under the enthu- 
siastic direction of Keith Campbell. 
beautiful, 


In a 
and expensively furnished room 
Swigart conducts a permanent display of 


THE ADVERTISING 
SALES MESSAGE, DISPLAY COPY, 


-I N-WELOPES 


direct mail—changing the exhibits weekly q 


Your reporter has visited this exhibit 
number of times. . 


. admiring it so much: 
that we may as well admit that it furnished3 


much of the inspiration and many of the 


ideas for our own Direct Mail Center 


which opens March 6th. 
More power to all of these people wha 


want to collect and promulgate facts about 
all of the ramifications of direct mails 
Your reporter will be glad to help either) 


individuals or groups .. . 
in any like endeavors. 


at any time . 


AND NOW ... 
BUSINESS REPLY BOXES 


OUR OLD FRIEND, Ralph L. Harden, directo : 
of sales, The Mason Box Company, Attlee 


boro Falls, Massachusetts, reminds your re-¥ 


sag that there is a new regulation which: 


“the greatest advance in Postal Shipping) 
since Parcel Post.” 

The Post Office Department has agreed 
to extend the privileges of Section 510) 
P. L. & R. in reference to business reply] 
cards and envelopes . . . to boxes. 

Which means that you can now furnish 
your customers with a_ returnable 


or stamping. 
the nearest mail receptacle; 


someone else. 


Double cover boxes are being used. The 
top cover for “going” and the bottom cover’ 
Must be Ist class mail, 


for “coming back.” 


NOTHING HAS HAPPENED! 


box a 
which will require no addressing, weighing” 
All they do is drop it in 
making it a7 
simple and easy matter to return repairs, 
replacements or orders to YOU and not” 


oy 


1 HAVE READ through most of the January” 


issue of The Reporter, and I want to ask 
because this 


what has happened to you, 
January issue has so much inspiration im 
it. There is enough packed in this one 


issue to pay for a full year’s subscription, 


With kind regards and appreciation, 


J. C. Mosher, President 
Wilcox Mosher Leffholm Company 
Minneapolis, Minnesota 

Reporters Note: Dear Jerry —it he 
been happening all along, only it is oetll 
ting more so. So many 
sending in material! 


FOLDER WITH THE ATTACHED ORDER FORM REPLY ENVELOPE 
ORDER FORM AND REPLY ENVELOPE 


ALL THE DIRECT 
FOR EVERY MAILING REQUESTING A RETURN REMITTANCE 


FOR EVERY STYLE, SIZE, 
Vee ile), Me) me Ge helc 


IN ONE UNIT 


MAIL ESSENTIALS IN ONE UNIT 


AND CONSTRUCTION OF 


@ ENV-O-BLANKS @ SELF MAILER-COMBINE-FORMS @ DU-PLEX ENVELOPES 
THE SAWDON COMPANY, INC., 230 PARK AVE., NEW YORK, N. Y. MUrray nu. 6-1566 
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